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IT is quite evident at this point that manufacturers have produced 
and wholesalers have sold more knitgoods and swimwear during 
1959 than in any other year. Though details are still lacking, the 
general shape of developments during the past twelvemonth is fairly 
clear and constitutes a good omen for the new year and the opening 
of the new decade. 

There have been times in the past when the growth of the industry 
was not fully shared by the wholesaler. What factors then made it 
so in 1959? 

For one thing, as we see it, the wholesaler after some years of 
Bhesitation has come to a more realistic recognition of his role and a 
more confident execution of it. More clearly than before he is con- 
ceiving for himself a creative function in the economy and he has 
undertaken to execute it by early purchasing and by extending val- 
uable service to his outlets. This has been true to an increased 
extent in the year past so far as this industry is concerned; and in 
doing the job, the wholesaler has drawn effectiveness as well as 
confidence from the immense popularity underlying the expanding 
sales of knitwear and swimwear. 

To the observer who has followed the shinies sooreen initiated by 


Wholesalers Chart New Records In Knits 


leaders in dry goods wholesaling, it is interesting to note that there 
has been a more scientific approach in the selection of outlets served 
and in the type of aid given to the smaller retailer in order to help 
preserve his status on a better competitive footing. To a large ex- 
tent, all of this is the result of increased specialization by the whole- 
saler and the extra assistance it enables him to offer his accounts. 
Specialization, became possible only where volume in the field of 
specialization was large enough to support such concentrated efforts. 

The basic foundation of these favorable developments for whole- 
saler and manufacturer alike has been the strong consumer demand 
for sweaters, swimwear, knitted shirts and other types of knitted 
outerwear, a demand which has repeatedly produced new annual 
records during the past decade and gives every indication of con- 
tinuing along the same upward path during the coming year and the 
Sixties. 

This is a good time therefore for the wholesalers of the country 
to get together and confer on plans for the new season. It is also 
a good occasion on which to extend the greetings and good wishes 
of the knitwear and swimwear producers to their friends in the 
annual assembly of the Wholesale Dry Goods Institute. 


N WDGA Convention 


Annual Parley And Merchandise Show Opens Today: 


Wholesalers 


DRY GOODS wholesalers from virtually every section of the 
country are in the New York market this week for the 33rd 
annual meeting of the National Wholesale Dry Goods Association. 
rhe Convention, which started off with a reception in the Terrace 
Lounge in the Hotel Statler-Hilton yesterday afternoon, 


continue until Thursday morn- 
ing. Concurrently with its an- 
nual meeting, the NWDGA is 
also sponsoring a merchandise 
exhibition at the hotel in which 
leading suppliers of soft goods 
lines to the wholesale trade are 
participating. 

Among the exhibitors are a 
number of knitwear firms. These 
include Ballston Knitting Co., 
Inc., Ballston Spa, N. Y.:; 


Donald Drinkard, of the Wm. 
Moore Dry Goods Co., BF 
President of the National Wholesale 
Dry Goods Association, who will 
preside over the convention. 


Plan Extensive Knitwear Commitments 


Fin- 
Pan- 


Also: Merchants Mart, 
negan & Kirkpatrick Inc., 
nill Knitting Company, Inc.., 
Putnam Knitting Co., Sales 
Agents, Inc., Sales Co. of Amer- 
ica, Inc., Arthur J. Schloss, 
Seneca Knitting Mills Co., Inc., 
David Singer Co., I. Soblick, 
Standard Knitting Mills, Inc., 
Sterntex, Inc., Henry J. Tully & 
Co., Inc., and Valley Knitting 


will 


Bassett-Walker Knitting Com- 
pany, Inc., Elliot Knitwear 
Corp., Fox River Valley Knit- 
ting Co., Greene Associates, 
Inc., P. H. Hanes Knitting Co., 


Henes & McCloskey, Aaron 
Hirschman Inc., Kaufman, First 
& Rosenkrantz, Arthur Levy 
Associates, Lexington Sports- 
wear, Manufacturers Exchange, 
Mayo Sales Corporation. 


Mills. 

The merchandise exhibition 
will run for three days opening 
at 9 A.M. on Monday and 
closing at 6 P.M. on that day. 

(Continued on Page 35) 


42 the official publication of the Hit 
national knitted outerwear assodiation Ry 
Put 
| 
| 


KNITTED OUTERWEAR TI ABS JANI 


COMING ATTRACTION! 


FOR WHOLESALERS... 


Anit te 


blish« 

wear 
th. 
ill 3-7 
duding 
per yea! 
mCanada 
e Kn 
offi 
ional 
i 
dissemit 
xchang 
trade 
ent of 
ry in a 
fion’s ba 
the prea 


13: ANNUAL 


Nationa 
arold 
Edward 


Harold 
New En 
Edward 
H. H. 
A 
Western 
Edward 
Eastern 
Clevelan 
Clevelan 


YORK = 
TRADE SHOW BUILDING 


Mint REPRESENTATIVES ASSOCIATION 


you’LL SEE 
Sweaters 


3 00 Knitwear ( 


} 
COMPLETE LINES Polo Shirts 
You’LL SEE Sportswear 
Jackets : 
Headwear 


EXHIBITORS 


For further information or advance hotel reservations, contact KNITWEAR MILL REPRESENTATIVE S ASSOCIATION, 350 Fifth Avenue, New York 1, WN. Y. 


2 
a 
‘ 
4 =i 
’ 
ing ames I 
Vice-! 
Ingrai 
Ed K: 
Irving 
John 
 Birving 
7 
A 
: Sidney 
Executiy 
we 
¢ 
ig 
« 2° 
= Sot 
Re, 
4 
i. 


JANUARY 18, 196000 


nitted Outerwear Times 


ublished by National Knitted Out- 
Association, 386 Park Avenue 
. New York 16, N. Y. MUrray 
3-7520. Subscription Price (in- 
ing the Yearbook Edition)—$10 
x year in U. S. A. $15 per year in 
anada and foreign countries. 


e Knitted Outerwear Times being 
official publication of the Na- 
nal Knitted Outerwear Associa- 
mn, is exclusively devoted to the 
issemination ‘of information, 
xchange of opinion, the stimulation | 
trade, and the general improve- 
nt of the knitted outerwear indus- 
y in accordance with the Associa- 
’s basic objectives as expressed in 
¢ preamble of its by-laws. 


lames F. Nields, President r 
Vice-Presidents: 
Israel Cohen 


Oscar W. Fishel 4 


Ed Kalfahs 

Irving Louis 

John Miller 
Irving Saltzman, 


idney S. Korzenik 

xecutive Director and Counsel 
National Knitted Outerwear Ass'n 
Harold Korzenik, Counsel 

Edward A. Brandwein, Admin. Sec. 


Harold Linsky, Secretary 
New England District 
Edward B. Shils, Secretary 
. H. Cohen, Counsel 
Pennsylvania District 

H. L. Ashworth, Secretary 
Western District 

Edward A. Brandwein, Secretary 
Eastern District 

Cleveland District 

Cleveland, Ohio 


Charles Editor 
Irving I. Silverman. . . Business Mer. 


7 FEATURES 
IN THIS ISSUE 


Wholesalers Face the 


South a Growing 
Knitwear Center .. 5 
Bentley-Gray Steps-Up 
Knitwear Operations 7 
Knit Volume Up at 
Williams & Shelton 
and Neal & Hyde. 9 
Coast Wholesaler 
Highlights Knits .. 11 
5 Other Features on 
Wholesaler 
r Operations ..... 13-38 
Swimwear News .... 42 
Southern Knitwear 
Mills Expansion .. 54 
11, 


NWDGA Convention Feature 


Wholesalers In Good Shape For Sixties 


By CHARLES REICHMAN 


Editor 


DRY GOODS wholesalers are starting the new decade in a 
far healthier position than they began its predecessor. Ten years 
ago the demise of the dry goods wholesaler was being freely pre- 
dicted. That he is still a vital cog in the apparel and textile 
industry’s distributive system not only confirms how often prophets 


of doom are wrong but, more 
important, attests to the remark- 
able viability of the wholesale 
system of distribution. 

The dry goods wholesale 
business has changed radically 
in the past 10 years. There are, 
of course, fewer of these whole- 
sale firms around today than 
were in operation in 1950. But 
the surviving companies as a 
group are far hardier financially, 
more vigorous in their merchan- 
dising and promotion efforts, 
and more efficient in their oper- 
ating methods than wholesalers 
were collectively a decade ago. 
With a _ gradually dwindling 
number of exceptions, dry goods 
wholesalers for the most part 
have discarded their old stands 
and their old ways of doing 
business; today they are: 

e Operating from modern 
up-to-date buildings that are a 
far cry from the antiquated, 
multi-story structures in which 
most had been housed for the 
greater part of their business 
existence. 

e Covering less territory but 
blanketing the shrunken trading 
zones more intensively. 

e Handling fewer lines, 
thereby tying up less working 
capital and valuable warehouse 
space in a multiplicity of items 
of questionable profitability. 

e Concentrating on merchan- 
dise which enjoys big consumer 
demand and provides a favor- 
able mark-up. 

Among the product lines on 
which dry goods wholesalers are 
presently focusing heavily and 
which they are finding highly 
profitable are sweaters, knit 
shirts and swimwear. A _pre- 
convention survey among a rep- 
resentative sampling of dry 
goods wholesalers across the 
country showed that in almost 
every instance knitwear was 
high up on the list of their 
best-selling items. Sales of swim- 
wear did not quite measure up 
in volume or profitability to 
sweater and knit shirt sales. But 
most wholesalers contacted indi- 


cated that their business in 
swimwear merchandise is due 
for a big upsurge, thanks to the 
growth of public and private 
pools in the trading areas which 
they serve. 

Full Circle 

In assigning a bigger role to 
knitted outerwear and swim- 
wear in their sales and merchan- 
dising programs, dry goods 
wholesalers have come full cir- 
cle. In the early 30’s and before 
then, the dry goods-wholesaler 
was probably the knitwear and 
swimwear industry’s major out- 
let; more sweaters, bathing suits 
and swim trunks were sold at 
that time via the dry goods 
wholesaler than were marketed 
directly to the retailer. 

The rise of the specialty knit- 
wear distributor in the early 
30’s changed the picture, and 
with each succeeding year the 
importance of the wholesaler 
in the industry’s distribution cir- 
cuit diminished. Sales of knitted 
outerwear by dry goods whole- 
salers touched rock bottom in 
the 50’s. The rebound is now 
under way. Last year dry goods 
wholesalers, according to trade 
estimates, probably sold more 
sweaters, knit shirts and swim- 
wear items than in any previous 
time in the past 20 years. The 
outlook for the current year is 
even more favorable, with sales 
gains of 10 to 15 percent in 
knitted outerwear lines being 
glibly forecast. 

Stress Knitwear 

Most wholesalers today rec- 
ognize that their failure until 
recently to give appropriate con- 
sideration to their knitwear and 
swimwear lines was a mistake 
of major magnitude. They were 
overlooking not only a product 
line that could, if correctly mer- 
chandised, prove highly profit- 
able, but one that was a “natu- 
ral” for their type of marketing 
operation. 

As a group, therefore, dry 


goods wholesalers are coming 


to the new decade prepared to 
give far more emphasis to such 
knitwear items as sweaters, knit 
shirts, and knitted and woven 
swim suits and swim trunks than 
they had done in the past 10 
years. In setting up their mer- 
chandising programs for these 
items, dry goods wholesalers are 
doing the following: 

1. Setting aside more space 
in their showrooms for the dis- 
play of knitwear and swimwear. 
One wholesaler reportedly has 
allocated almost half of the ap- 
parel section of his showroom to 
the display of sweaters, knit 
shirts and swim trunks. Another 
has partitioned off a separate 
area of his mammoth display 
room for the exclusive showing 
of knitwear and swimwear. Al- 
though not all wholesalers are 
expanding their knitwear dis- 
plays in the same grandiose way, 

(Continued on Page 5) 


Sullivan Predicts 


Successful Parley 


“All indications point to the 
fact that the 33rd annual con- 
vention of the National Whole- 
sale Dry Goods Association, will 
be the biggest and most success- 
ful in our history,” G. Meryl Sul- 
livan, executive vice president, 
stated. “There has been consid- 


erable interest in the guest 
speaker for tonight’s annual 


banquet, U. S. Senator Barry 
Goldwater. 

At the awards luncheon on 
Wednesday, January 20, the 
guest speaker will be Joseph 
Friedlander, well-known busi- 
ness consultant and lecturer, 
who has a rare combination of 
practical down-to-earth business 
know-how together with an ex- 
ceptional manner of presenting 
usable information. 

“This year the merchandise 
exposition will occupy over 16,- 
000 square feet which is 3,000 
more square feet than ever be- 
fore. All the exhibition booths 
were sold out in October. This 
is a new record and testifies to 
the amount of interest that man- 
ufacturers are taking in this op- 
portunftty to meet with whole- 
salers over a three-day period.” 
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in most instances the display 
space turned over to knitwear is 
considerably greater than in the 
past. 

2. Assigning the sale of 
sweaters, knit shirts and swim- 
wear to a corps of specialty 
salesmen trained in the distinc- 
tive features of this type of 
merchandise. These specialty 
salesmen go out into the market 
with their sample cases filled 
solely with knitwear and swim- 
wear and unencumbered by 
other lines. By confining their 
knitwear and swimwear sales 


activity in this way, wholesalers 
feel that not only will they be 
in a more favorable position to 
compete with the speciality knit- 
wear distributor, but their sales- 
men will be better equipped to 
invade retail areas which before 
they were hampered in covering. 

3. Carrying larger inventories 
of knitwear, especially of styled 
goods. To compete successfully 
with the specialty knitwear dis- 
tributor and the direct selling 
knitting mills, the dry goods 
wholesaler recognizes that his 


lines of knitwear can no longer 
be based on staple goods and he 
must be prepared to sell re- 
tailers almost as complete a 
selection of sweaters and knit 
shirts correctly attuned to to- 
day’s style trends as the special- 
ty wholesaler offers. 

In addition to these three 
basic steps, dry goods whole- 
salers in their knitwear and 
swimwear marketing plans have 
given high priority to trading- 
up. As one wholesaler put it, 
“It’s just as easy today for the 
retailers whom we serve to sell 


$3.98 and $4.98 sweaters than 
it was for them to push $1.98 
or $2.98 garments.” 

Although wholesalers gener- 
ally are quite sanguine about the 
surging 60's, they are realistic 
enough to recognize that the 
road ahead will not always be 
smooth. But having revamped 
their thinking and streamlined 
their operations, they feel far 
better equipped to handle the 
complex problems ahead than 
was the case at the preceding 
turn of the decade. 


NW DGA Convention Feature 


Reeves Sees South As Mushrooming Market For Knits 


NASHVILLE, 


lenn.—When genial Joseph H. Reeves stands 


on the public square in this city these days and smiles approvingly 
at the many sweater-clad women, his smile is more than just ap- 
preciative. It reflects an economic fact of life that is turning the 
cotton-clad Southland into a land of knits—from sweaters and swim 


suits to dresses and knee socks. 

“Sales of knitted wear, espe- 
cially in the fields related to 
sports have shown a steady in- 
crease here ever since the end 
of World War II,” the president 
of J. S. Reeves & Co. explained. 
“It’s not a boom but a gradual 
steady growth, the kind that’s 
promising and [| think it will 
keep right on growing. To put 
it in popular language, there’s no 
such thing as a ‘hick’ anymore,” 
continued the veteran wholesale 
dry goods merchant. “The mass 
media of television and cars 
plus the catalyst of war that 
carried so many of our young 
men into far and little known 
parts of the world, has not only 
educated them to a great extent, 
but has made them aware of 
style.” 

Cites Response 

Reeves, whose firm serves in- 
dividual merchants and chain 
department stores within a 150 
mile radius of Nashville, credits 
the gradual industrialization of 
the South, particularly since 
1947 with the new-born popu- 
larity of knits in the South. 


“New people from other sec- 
tions of the country bringing new 
ideas have not only created the 
market but sometimes set the 
styles for the manufacturers,” he 
said. ‘“The people in the smaller 
areas, even in the most remote 
farming communities keep in 
touch with the latest in New 
York and California fashion 


trends and are a ready-made 
market for similar articles in a 
medium price range. And now 
they have more money to pay 
for it as the farms are increasing 
in income and size and more 
particularly as the factories are 
employing large-scale numbers.” 

rhe construction of dams and 
resulting system of waterways 
has created a veritable mecca of 
resorts, stretching from the up- 
per reaches of the Tennessee and 
Cumberland rivers to the Mis- 
sissippi. And Tennessee now 
swelled by boat docks on nearly 
every landing, boat and yacht 
clubs, water skiing and swim- 
ming facilities of every type and 
topped with a moderate climate 
has made the most of the new 
inland waterways. 

Approaching Business 

And Reeves, whose firm stocks 
not only sweaters and swimwear 
but all types of shirts, hosiery 
and notions, is convinced the 
Tennessee markets are just in 
the beginning phases of a poten- 
tial market for knitted and sports 
goods that will eventually rank 
second only to the “climate 
areas,” of Georgia, Alabama 
and the Gulf state of Florida in 
the Southeastern region of the 
United States. 

“Low price fashionable items 
of knits, in the easy-to-care for 
synthetic range, are our best 
movers,” he said. “Along with 
all types of novelty items such 
as, the Como sweater, the Italian 


cut and inspired bulky sweater.” 

“The trends so far this year in 
the ladies lines are away from tra- 
ditional Orlon and Ban-Lon to 
the Orlon bulky,” according to 
Carlisle Boasley, Reeves’ knit- 
wear buyer. “The men’s line has 
gone at a surprisingly fast rate in 
the last months. They've gone 
from wool and heavy rope knits 
to the synthetics. And with bet- 
ter and larger varieties available 
the men are coming into their 
own. The manufacturers realiz- 
ing the men can be just as style- 
conscious as women if given 
chance, have improved _ the 
styles.” 

Preston Novelties 

Reeves’ family-controlled 
firm, founded in 1856 in Nash- 
ville, has also noticed a trend in 
its sales to retailers away from 
the traditionally staple items to 
the novelty products. 

“The bulk of our sales is 
changing from the old time shirts 
and black cord stockings to 
brighter colored knit sports shirts 
seen in the larger cities,” Reeves 
said. “The increased use of ad- 
vertising on knitted outerwear 
has had a tremendous effect on 
sales plus the tendency toward 
more specialized selling.” 

Reeves believes the special- 
ized selling trend is one of the 
most important for the sale of 
knitted outerwear by whole- 
salers. 

The main problems are in 
securing enough salesmen to 
handle a few lines exclusively, 
and in the size and location of 
the firm. We do not utilize it as 
much as possible, since we have 
a sales force of 10 to covér 150 
miles of territory. The old akiom, 


JOSEPH REEVES 


“Stores don’t change class” is 
still true, but one of the surest 
methods of increasing sales vol- 
ume in specialized selling, in 
stressing the characteristics and 
selling points of certain lines, 
in having your sales force pre- 
pared to give demonstrations. 
Specialized Selling 

Although a general medium 
range price level is filled, the 
trend toward improved quality 
calls for more specialized selling 
to cover a larger area, Reeves 
believes. 

Reeves’ firm employs no train- 
ing school for employes, but uti- 
lizes an in-service course stress- 
ing knowledge of customer wants; 
preferences and characteristics; 
supervised saleswork; and thor- 
ough grounding in credit princi- 
ples. Proof of their success rests 
in the fact that the average 
tenure per employe in the firm 
of 32 is 27 years. And Reeves 
individually prefers to hire older 
personnel, men and women in 
their 40’s and 50’s for their “re- 

(Continued on Page 38) 
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Zephyrs are zooming to top fashion impor- 
tance, so follow the trend to wool knits for 
profit. A&E zephyr yarns are cleverly 
engineered for perfect performance during 

_ production and for ever after. See your 
A&E man today. 
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NW DGA Convention Feature 


Bentley-Gray Girds For Big Swimwear, Knitwear Sales 


TAMPA, Fla.—In a state where everybody owns a swim suit, 
even if they don’t go near the water, Bentley-Gray, wholesale dry 
soods distributors, is looking forward to a record year in ladies’ 
knitted swim suits of Helanca and Orlon. Frank Toney, depart- 
ment manager and buyer for the Tampa warehouse of Bentley-Gray, 


(another large warehouse is in 
Miami) said an upsurge in pop- 
ularity of ladies’ knitted swim 
suits in 1959 is expected to 
swell to capture a full 90 per- 
cent of ladies’ and misses’ suits 
sold in 1960. 

Even in men’s suits, where 
cut and sewn lines are still the 
biggest sellers, knitted high-style 
trunks are expected to gain in 
sales, Toney said. 

Part of Trend 

Swim styles are made and 
changed in the Sunshine State 
and Toney said increased accept- 
ance of knitted suits in Florida 
will likely be duplicated else- 
where in the United States where 
top styles are worn in swimwear. 

Orlon and Helanca are most 
in demand and, according to 
Toney, the two-piece suit will 
take a larger share of the market 
in 60, giving the one-piece suit, 
still most popular, a “run for 
the money.” 

Broad shoulder straps, plung- 
ing backlines, the scoop neck 
effect and the new surplice neck- 
line suit, all coming in the 
knitted construction, are pre- 
dicted as 1960 style leaders by 


the Bentley-Gray buyer. 
Toney said an ever i 


demand for stylish larger sized 
swim suits has continued through 
1959 and should hold this year. 
Buyers are having to meet the 
demand in knitted suits just as 
in the petit sizes. 

Increasingly popular in the 
Florida, Georgia, Alabama area 
served by Bentley-Gray, are 
men’s and boy’s knitted sport 
shirts in cottons, blends and 
Ban-Lon, Toney said. 

The Bentley-Gray Viceroy line 
of novelty shirts is a top seller 
along with nationally advertised 
brands of knitted shirts, he said. 
The Continental collar popular 
in these shirts lends itself well 
to knitted construction, he added. 

Knit Shirts 

In the Miami Beach area, 
where novelty shirts find great- 
est and earliest acceptance, the 
knitted shirt has proved to be 
a top seller. Ban-Lon is finding 
more and more acceptance in 
men’s better knitted shirts, Toney 
said, while it’s the top seller in 
women’s sweaters. 

The 1959 popularity of ladies’ 
bulky knit cardigans will con- 
tinue this year and probably in- 
crease, Toney predicted, with 
ales of dressmaker and pullover 


\ Frank Toney, buyer and department manager for Bentley-Gray Dry Goods 
Co., with warehouses in Miami and Tampa, is shown checking knitted 
novelty shirts in one of many fluorescent lighted cabinets. 


Sweaters and knitted shirts are 


much 
display used by Bentley-Gray Drygoods Co. 


in evidence inside mobile-trailer 
B. G. Smith, vice president 


in charge of sales for firm is shown talking to a buyer. 


types continuing good. 

“We had a record year in 
men’s sweaters and were unable 
to get some orders filled before 
the season closed,” Toney said. 
“As I see it. 1960 knitwear 
can only be better than they 
were last year—a good one by 
any standards,” Toney said. 

Bentley-Gray will follow a 
time-tested selling program of 
hotel shows, top notch displays 
in warehouses and the Bentley- 
Gray originated and much-cop- 
ied mobile display trailer 


“Knitted outerwear is one of 
our most popular and profitable 
lines and I cannot see any de- 
cline in popularity in the long 
range picture,” Toney said. 

Own Brands 

“While branded lines lead our 
sales and continue to be the 
backbone of our business, our 
‘owned brands’ are an increas- 
ingly more important factor in 
sales—and we expect this to be 
the future,” 


emphasized in 
Toney said. 
(Continued on Page 37) 


High-style knitted Helanca and Orlon swim suits, a big Florida seller, are 
inspected by Bentley-Gray department manager and buyer Frank Toney, 
shown here in the Tampa showroom of the firm. 
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NEW SUPREME IRW/2 


TODAY’S 
PATTERNED RIB 
INTERLOCK 
FIELD 


36 feeds — 50% Greater Production Than Any Present Machine 
50% Greater Pattern Area Than Previously Possible 
Unsurpassed Versatility 


Supreme’s model IRW/2 knits up to 42 yards per hour ot pat- 
terned or plain rib and interlock yard goods for outerwear and bathing 
suits 


Its 36 feeds give the knitter a tremendous advantage over existing 
machines in output and pattern area. All feeds are equipped with extra 
large pattern wheels (up to 6” diameter wheels supplied as standard equip 
ment with larger diameters available optionally). The IRW/2 is 30" in 
diameter and available in cuts up through 16 per inch. 


DUAL RACEWAY GIVES VAST SCOPE OF 
PATTERNS & TEXTURES FOR OUTERWEAR 


Ihe dial has a dual raceway for rib or interlock production. The 
needles of either raceway may be set in knit to tuck or knit to welt position 
ing — providing a sweeping range of patterns and textured rib or interlock 
production. 


Supreme’s new feeding rollers for accurate and positive control 
of rubber yarns are available as optional equipment . . . providing an 
extra advantage for bathing suit fabric producers. 


Has Supreme’s Standard, Mill-Proven Fea 
tures including revolving cylinder — stationary yarn Phil. : 
stand — rugged, dogless construction, etc. territ 


Cities 
Write for free booklet of . 
\ | p R on this important advance too ; 
INC. in the interlock field. ‘ 
NG MA 


STREET, OZONE PARK 16, 6.7 
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NWDGA Convention Feature 


Knitted Outerwear Volume 


By CHARLES A. WILLIAMS, JR. 
President, Williams & Shelton Company, Charlotte, N. C. 
SINCE we moved into our new and modern headquarters about 
three years ago, our business volume has increased from 25 to 30 
percent. This year’s total will be about 10 percent ahead of last 
year. We attribute much of this improvement to the improved serv- 
ice we can give customers with facilities planned especially for 


our business. 

Our territory is composed of 
North and South Carolina. We 
handle a large volume of knitted 
outerwear business in the form 
more of knit sport shirts and 
sweaters than swimwear. This 
probably is due partly to the 
fact that most of our customers 
are not near the Coast. We have 
had an especially good season 
in sweaters, and since stocks are 
rather low in the retail areas, we 
believe we can expect good 
sweater business in the fall. We 
think knitted sport shirts will 
be stronger this spring than in 
several seasons for we find a 
growing style trend toward this 
type of knitted outerwear. 

We have not found a big de- 
mand for knit suits for sev- 
eral years but this may change 
as the style trend seems to be 
heading that way. We do not 
push ladies’ swimwear at all be- 
cause it is such a highly stylized 
item. 

In the past season, bulky 
knits have been the big thing 
for sweaters for both men and 
women. We did good business, 
too, in the fine gauge Ban-Lon 
sweaters for women. 

All signs point to excellent 
business for 1960. We believe 
the long-range position of the ef- 
ficient and aggressive whole- 
saler will be one of increased 
strength. As his territory grows 
and develops, he will be in a 
much better position to take ad- 
vantage of the greater potential. 

In our business, we do not em- 
phasize specialized selling since 
we feel that this type of effort 
is for heavily populated areas 
with large metropolitan cities 
like, for instance, New York, 
Philadelphia, or Detroit. Our 
territory is made up of smaller 
cities and towns and the expense 
of specialized selling would be 
loo great. It is necessary for us 
to have a broad general line 
and that is what we have al- 
ways had. 

However, we assist our cus- 


tomers in every possible way in 
their merchandising and display 
problems. Our seven dry goods 
salesmen travel the area con- 
tinuously and are in close touch 
with the customers and_ their 
needs. We give the customers 
counter cards, display material, 
and other merchandising helps. 
We also cooperate with manu- 
faeturers and our key retail ac- 
counts in the larger cities from 
time to time in advertising. 
Sometimes our. salesmen stay 
with a retailer for a day to as- 
sist him on a special promotion. 
Because we handle principally 
branded merchandise, which is 
well known and is, of course, 


Up At Williams & Shelton 


the lifeblood of the wholesaler, 
our retailers have the advantage 
of having merchandise to sell 
that has been the subject of ex- 
tensive national advertising pro- 
grams and already has won cus- 
tomer acceptance. 

We feel that our salesmen are 
well equipped to represent us 
and to serve our accounts well 
for we bring them into head- 
quarters every three months for 
two or three days of intensive 
training. Factory representatives 
go over the lines with them and 
give them all the information 
they need to present the lines 
intelligently to customers. They 
are well informed about adver- 
tising plans, style changes, and 
any new promotion ideas the 
manufacturer may have. 

We consider the construction 
of our new headquarters the out- 
standing step we have made to 
provide better customer service. 
The building we spent 10 years 


in planning is away from the 
heavy traffic area and was de- 
signed to meet our particular 
needs in serving customers. We 
have many who drive in from a 
radius of 100 miles or so to buy 
merchandise. They find ample 
parking space and a modern 
loading dock which can accom- 
modate several cars and two 
large trucks at the same time. 

Because we have a one-story 
building, there is no delay caused 
by having to go from one floor 
to another. Although our new 
building is no larger than the 
two structures we occupied for- 
merly, from the standpoint of 
floor space, we have 5,000 
square feet more of usable floor 
space in this one. This has been 
accomplished by having no cor- 
ners, no stairways, no elevator 
shafts, and no other features 
which use space and are neces- 
sary in a building of more than 

(Continued on Page 37) 
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Neal & Hyde Find Knits Assuming 
Larger Proportion Of Total Sales 


SYRACUSE, N. Y.— The 
steadily growing importance of 
knitted outerwear is well re- 
flected in the total sales picture 
at Neal & Hyde’s, according to 
William Kohlbrenner, merchan- 
dise manager. 

“We can point to best sellers 
in every department,” Mr. Kohl- 
brenner stated, “and these are 
usually items which we have 
stocked fairly recently because 
our customers were asking for 
them.” 

The 96-year-old wholesale 
house, occupying the large five- 
story and basement building at 
320 S. Clinton St., is noted for 
being ultra-conservative its 
merchandising methods and 
clinging to long-established cus- 
toms. A dozen salesmen, travel- 
ing throughout New York State, 
part of Vermont and northern 
Pennsylvania, call on retailers 
in small communities servicing 
the outlying and rural popula- 
tion. 

“We've had a very good ‘first 
season’ with the sleeveless Perry 
Como type sweater for men and 


boys, a $5 to $6 wholesaler,” 
reports Mr. Kohlbrenner. “They 
came in about July Ist and we 
immediately got our sakesmen’s 
samples out on the road.” 

Mrs. Frances Lochner, floor 
supervisor, agreed that the new 
vest style was “the most popu- 
lar” in both the men’s and boys’ 
lines and that red seemed to be 
the most wanted color. Hereto- 
fore, the coat sweater had been 
a “steady” seller. 

“We also sold about 25 per- 
cent more boys’ cotton polo 
shirts this past year,” Mrs. 
Lochner observed, “with the 
long-sleeved numbers selling 
better than those with short 
sleeves.” 

In Neal & Hyde’s, the wom- 
en’s and children’s wear depart- 
ment cotton knit leotards were 
without question the outstanding 
sellers. Mrs. Lee Bishop, floor 
supervisor of this department, 
stocks them in sizes 1-3, whole- 
saling at $9.50 per dozen; 
4-6, $13.50; 7-10 and 12-14, 
$15.75; and women’s ‘sizes 
wholesaling at $18.75 per dozen. 


“This is the second year 
we've carried leotards,’ Mrs. 
Bishop added, “and we’re doing 
very well with them; they seem 
to be a good year-round gift 
item.” 

This wholesale house has been 
selling more children’s than la- 
dies’ leotards, up to now. Cus- 
tomers take them in assorted 
colors, red, blue and _ black. 
“Some of our customers always 
want to pick out certain colors 
but in this case we sell them in 
assorted lots only,” Mrs. Bishop 
noted. “It’s too much trouble 
otherwise.” 

Due to last year’s long and 
severe winter weather, Neal & 
Hyde customers sold out their 
supplies of knit gloves and mit- 
tens and have been re-ordering 
“much more heavily than usual.” 

The company will conduct its 
annual open house “Market 
Week” this month. At this event 
customers, salesmen and manu- 
facturing suppliers are invited to 
tour the building and view the 
special displays. 

“Each year, we seem to be 
showing more knitted outerwear 
during Market Week,” stated 
Mr. Kohlbrenner, veteran of 41 
years ‘with Neal & Hyde, “and 
it looks as if the coming season 
will be even better for it.” 
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STERNTEX provides for Fall of 1960 a tremendous 
line of Boys and Girls knitwear styles, Through the 
years, STERNTEX has set the pace for superior quality 
at attractive prices. Smart knitwear distributors all over 
the nation depend on STERNTEX for dynamic style 
and value leadership in the booming Boys and Girls 
knitwear market. Now, with growing facilities and for- 
ward-looking ideas, STERNTEX Knitwear fashions will 
continue to set the pace ... TO PAY OFF, FOR YOU, 
MORE THAN EVER BEFORE! 


STERNTEX, INCORPORATED 


CHARLOTTE, NORTH CAROLINA 
N. ¥. SHOWROOM: 112 W. 34th St. 
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Archie Goldsmith Bros. Expanding Lines Of Knitwear 


PORTLAND, Ore.—As the use of sportswear continues to ad- 
vance by giant strides, the number of knit items which can profit- 
ably be ‘carried by the dry goods wholesaler continues to increase, 


according to Archie Goldsmith, 
Bros. 
lines and placing heavier orders 
for sportswear and beachwear in 
1960. 

In addition to Goldsmith’s 
Pacific Northwest and northern 
California territories, the two 
new states of the Union will get 
special attention. The firm is 
adding representation in Hawaii 
for the first time, and a woman 
representative is to take over 
the present salesroom in An- 
chorage. New to the organiza- 
tion, she knows the Alaskan ter- 
ritory through many years’ 
‘esidence there. 

Sweat Shirts Important 

As an example of new fields 
ypening for volume sale of knit- 
wear by the dry goods whole- 
ialer, James Hutcheon, knitwear 
uyer, pointed to the phenomenal 
success of sweat shirts for beach- 
vear during the past summer. 
Terry beach coats, too, are ex- 
pected to be another source of 
important sales volume for the 
coming season. 

Mr. Hutcheon and the Gold- 
smiths attribute the big demand 
for such items to the tremendous 
and growing interest in boating 
and water skiing and to the great 
increase in the number of swim- 
ming pools. 

The fleece-lined cotton knit 
sweat shirts are being stocked 
for all members of the family, 
from size 4 on up to the small, 


medium, and large range for 
adults. They are offered in 


hooded styles, in crew neck mod- 
els in a style with Byron collar 
and zipper. 

White and maize have been 
the most popular colors out of 
a field which includes gray, navy 
and red. Retail prices of the 
sweat shirts run from $3.98. 

A most interesting factor is 
that of a seasonal change in 
purchasing habits. In the past 
sweat shirts were sold almost 
entirely in the fall; now the big- 
gest volume is done in the sum- 
mer. 

“We had a customer in a re- 
b sort town down on the Coast — 
a small shop at that — who'd 


head of Archie Goldsmith and 


Following a highly successful year, the company is adding 


come up here every week or so 
during the summer season and 
pick up 12 dozen at a time,” 
said Mr. Hutcheon. 

“After a while we ran out of 
them ourselves and couldn't 
buy any more because the man- 
ufacturers had withdrawn sweat 
shirt items until late fall. All our 
orders had to be placed in early 
spring.” 

This year, Hutcheon said, he 
has bought a great many more 
and thinks that most wholesalers 
will do the same. 

It takes more capital and more 
space, say Mr. Goldsmith and 
Mr. Hutcheon, to stock such 
items in all sizes and six or seven 
different colors, but the greater 
volume makes the outlay worth- 
while. 

Sweater Deliveries 

Tight delivery situations and 
difficulty in reordering created 
problems with other types of gar- 
ments last year, including sweat- 
ers. Even with the firm’s recently 
enlarged space, the storage of so 
much merchandise early in the 
season presents obstacles which 
the Goldsmith organization has 
to surmount, and there is little 
doubt that this is the case with 
other wholesalers as well. 

Terry jackets and other terry 
garments will be an important 
item this year at Goldsmith’s. 
These, too, come in sizes for all 
members of the family and make 
wonderful dry-off garments or 
cover-ups for pool or beach wear. 
There are a number of style vari- 
ations, and all are neatly pack- 
aged in polyethylene bags. One 
hooded shirt has a front pocket 
arrangement centered just above 
nis front hem — a open pocket 


opening from one side and a 
zippered pocket opening from 
the opposite side. For girls and 
women, there’s a simple sleeve- 
less poncho design, in white 
with red buttons. 

Swim Trunks 

Swim trunks for men will be 
another featured item this year, 
having been added to the line 
only recently. Boys’ trunks have 
been a staple item for some time. 
Boxers are the favorites for both 
men and boys; formfit styles 
have not gained much popularity 
with the wholesale firm’s cus- 
tomers. 

Hotter weather during the 
past two summers has provided 
a tremendous swim suit season 
for retailers in the Pacific North- 
west. 

The “Skipper” line, which 
Goldsmith sells for this territory, 
will include not only knit shirts, 
but also woven cotton deck 
pants from small boys’ sizes on 
up. The pants, which have a 
iine of narrow striping down the 
sides, are offered in black-and- 
white and in red-and-white; they 
start with size 4 and go on to 
small, medium and large. Shirts 
are in Orlon, or in Orlon and 
Coloray in equal proportions. 
Loden and gold are expected to 
be major sellers. Both conven- 
tional knit fabrics and the more 
open, porous knits are shown; 
a typical example of the latter 
is in white with a small yacht- 
ing cap emblem in black on the 
breast pocket. 

Novelty Styles 

For boys’ sport shirts, novelty 
styling with collars are still fa- 
vorites, Mr. Hutcheon finds. 
Most of their stock is in cotton 
knit. 

In boys’ and men’s sweaters 
this past season, Goldsmith 
executives said they just couldn’t 
get enough of the much-wanted 
styles with full-length zipper 


“KNIT SALES UP 25% AT TODD-WITTE > 


BIRMINGTON, Ala.—Todd-Witte Dry Goods Company, here, 
have enjoyed a 25 percent increase in knitted outerwear sales this 
past summer and fall in comparison with the parallel seasons last 
year, according to G. V. Shurbet, president. 

“The outlook for products of knitted outerwear in the dry 
goods wholesale field of distribution is excellent,” Mr. Shurbet 
believes. “Right now it’s all I can do to keep up with it.” * 


down the front. Also popular 
last year were sweaters almost 
in jacket style, with big barrel 
stripes running vertically. 

Tom Goldsmith, who buys the 
women’s sweater line, said bulky 
wools were favorites. Orlons also 
continued in favor. 

“The sweaters we couldn’t get 
enough of during the past sea- 
son,” said Goldsmith, “were 
bulkies trimmed with a rose or 
a poodle applique.” 

Expansion Under Way 

A major remodeling and en- 
largement program at Archie 
Goldsmith & Bro., begun nearly 
a year ago, is still underway. 
The main floor is now completed 
and runs through an entire city 
block, from the entrance at 20 
N.W. Fifth Avenue on back to 
N.W. Fourth. Work on the en- 
largement of the second floor is 
still in progress. The extra space 
was gained by the addition of 
surrounding buildings; walls have 
been opened up to provide con- 
tinuous space throughout a half- 
block, in  Portland’s near-in 
wholesale district adjacent to 
the central downtown area. 

The remodeled, redecorated 
main floor is unusually bright, 
airy and cheerful. Walls of a soft 
medium green are a restful con- 
trast to the bright colors of 
linens and yardgoods on shelves 
and counters. White ceilings re- 
flect the light of many rows of 
fluorescent fixtures. 

Floors are a_ checkerboard 
pattern in black and white re- 
silient tiles. Matching the floor 
pattern, in the offices the desks 
of executives and employes are 
surfaced in black with a white 
center panel, giving a smart “en- 
semble” look to the entire suite. 

A roomy new automatic pas- 
senger elevator has been instalied 
to supplement the freight ele- 
vator; while an enlarged ship- 
ping room, now 100 by 150 feet, 
expedites this phase of the op- 
eration. 

Upstairs, a new sample room 
is being planned for completion 
this year. It will make generous 
use of pegboard for easy ar- 
rangement of displays. 

The infants’ department cur- 
rently is using large, standing 

(Continued on Page 19) 
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44 OF ORLON, BAN-LON, BLENDS 
NATURAL FIBER FABRICS 


Right... in Texture! 
_ Right... in Uniformity from End to End! 
‘Right. . . in Depth of Pile 


Right . . . in Levelness of Shearing 


ROYAL KNIT GOODS DYEING CoO., INC. 


SWEATER DYERS AND KNITTED FABRIC DYERS OF ORLON, ACRILAN, 
TEXTURED NYLON, DACRON. OTHER SYNTHETICS AND BLENDS 


ROYAL DYEING CORP. 


SKEIN DYERS AND BLEACHERS OF WOOLEN. WORSTED, ORLON, NYLON, 
SPECIALTY FIBER AND BLEND YARNS 
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Cites Role Of Wholesaler As ‘Buyer’ 


By FORACE L. BOOKER 
Treasurer, Walker-Stetson Company 


THE primary services of the wholesaler lie in the field of credit 
and fast delivery but the multitude of knitwear styles which have 
come on the market within the last year or two, enhance a third 


and often overlooked role 


that of buyer. This is particularly ap- 


preciated by independent retailers and the management, of new 


stores hard pressed by chains, 
supermarkets and discount 
houses. 

Confronted by a myriad of new 
styles, new intricate stitch struc- 
tures, new fibers and new colors, 
retailers, especially those in iso- 
lated areas, feel a need for years 
of buying experience and a wider 
knowledge of trends in other 
sections of the country. I have 
no doubt this has been a factor 
in 1959 and will be increasingly 
reflected in 1960 sales. 

20% of Lines 

Knitwear comprises about 
twenty percent of our line and 
1959 sales of knitwear increased 
about fifteen percent over the 
previous year. There was also 
an increase in the number of 
accounts to whom we sell knit- 
wear. The greatest growth was 
in such auxiliary items as gloves, 
mittens, scarfsand headwear and 
we will open the new year with 
a larger inventory of such items 
as well as sweaters which have 
proved popular in the past. 

In the coming year, we look 
for strong prices and a trend 
toward the conservative and 
classic. In 1959, we instituted 
a program of fewer lines and 
greater depth. This policy will 
be continued and I note that in 
the past ten years our number 


West Coast Wholesalers 
Optimistic For New Year 

SEATTLE, Wash. — Knit- 
wear wholesalers in this bustling 
Pacific Coast city have been do- 
ing an increasingly better job 
with knitwear and are highly 
Optimistic with respect to their 
knitwear sales in 1960. 

An increase in knitted outer- 
wear business of eight percent is 
forecast by Felix Stastny, presi- 
dent of Puget Sound Merchan- 
dise, Inc. 

Mrs. M. Hord, head of Allied 
Associates and Distributors, is 
looking for a gain of 10 per- 
cent n her company’s knitwear 
‘ales during 1960. 


of suppliers has been cut in half. 

I understand that many whole- 
salers have found credit to be 
more of a problem in 1959, due 
no doubt to a tight money situa- 
tion. This has not been true with 
us. However, I have noticed a 
tendency among retailers to di- 
vide delivery dates although the 
order itself might total up to a 
bigger unit than usual. 

Cotton Knit Shirts 

We have had a big year in fur 
blends but cotton is still the 
favorite fiber--in polo shirts. 
Brushed Orlon sweaters seem to 
be increasingly popular just now 
and waistlength bulkies for wo- 
men can be classified as stables 
from now on. Coordinates have 
been very slow with us and I 
understand this has been true for 
others throughout this area. We 
have seen some beautiful things 


in shorts, slacks, pullover and 
cardigan sets but New England 
seems to be behind the rest of 
the country in coordinate sales. 

Delivery has not been much 
of a problem in 1959. When we 
present a novelty or specialty 
item, we have the stock behind 
it. And I think it should be 
noted that name brands are be- 
coming increasingly important 
for the wholesaler and retailer. 
There are two reasons for this. 
The increase in the amount of 
travelling from one section of the 
country to another and uniform 
packaging. If a customer does 
not know the retailer, he may 
well know the name brand and 
retailers favor uniform shelves 
rather than a miscellaneous as- 
sortment of packages, all with 
different labeling and specifica- 
tions. Uniform packaging not 
only improves the appearance of 
a store but facilitates the training 
of sales personnel. 

In the past, some wholesalers 
went in for some designing of 
their own and often had good 
ideas they thought would go in 
their particular area made up to 


For Small Retailer 


order. We have done something 
along those lines with prints but 
i think the trend is away from 
that sort of thing. Certainly there 
is no lack of styles now turned 
out by manufacturers. 


Knitwear Major Item 
Of Rochester Distributor 

ROCHESTER, N.Y.—Knit- 
ted outerwear is one of the ma- 
jor product lines carried by 
Rochester Hosiery & Notion 
Company. Knit infantswear ac- 
counts for the biggest proportion 
of the company’s sales of the in- 
dustry’s products with sweaters 
next and knitted mittens and 
gloves running third. Annual 
sales of the latter amounts to 
about $40,000. No figures, how- 
ever, are given on sales of sweat- 
ers or knitted infantswear items. 

This 42-year old wholesale 
firm banks heavily on its cen- 
tralized location to build busi- 
ness with retailers in this and 
neighboring cities. The com- 
pany’s sales territory ranges from 
Rome, N. Y. in the east to Erie, 
Pa. in the west, a radius of about 
150 miles. 
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Successful Wholesaler Requires Corps 
Of Aggressive, Well-trained Salesmen 


MINNEAPOLIS, Minn. — 
Well-trained salesmen are es- 
sential to the success of the dry 
goods wholesaler, according to 
Maury Crane, vice president, 
Earl Partridge, Inc. He attrib- 
uted his company’s increase in 
sales last year over the previous 
one largely to the fact that the 
company’s salesmen had been 
properly trained in sales tech- 
niques as well as to serve as 
goodwill ambassadors. 

The Partridge company, 
Crane pointed out, gives its 
salesmen a thorough training 
before sending them out into 
the field, and also insists that 
all salesmen must know their 
merchandise thoroughly. In 
some product areas, the com- 
pany utilizes specialty salesmen, 
in others the general salesmen. 
Knitted outerwear marketed by 
Earl Partridge, Inc. is sold by 
specialty men only. 


“We have found it is to our 
advantage to emphasize the spe- 
cialty approach in the sale of 
knitted outerwear, rather than 
having our salesmen carry more 
of a general line of merchan- 
dise,” Crane said. “It really 
gives them a chance to under- 
stand exactly what they are sell- 
ing and how they can sell it.” 

Considerable time is spent 
by the company educating and 
preparing its salesmen for the 
road. Each man must have at 
least one year’s intensive experi- 
ence in some other position with 
the firm before being allowed to 
travel on the road. This experi- 
ence gives him time to know the 
company, the products it dis- 
tributes and the retailers it 
serves, Crane noted. 

Importance of maintaining a 
low turnover of sales personnel 
and training them to fit in with 
the rest of the company’s: staff 


also were stressed by Crane. 

“We feel that all of this is 
most important,” he stated. 
“After all, the salesmen are the 
representatives of our company, 
and the merchant must have 
confidence that this person will 
lead him right.” 

Although the Partridge com- 
pany has shown continued prog- 
ress this year, Crane declared 
that the company is looking for- 
ward to an even bigger and bet- 
ter year in 1960. 

“We definitely are facing the 
new year with a great deal of 
optimism,” he said. He pre- 
dicted that the emphasis on 
novelty type knit goods will be 
even more important in the 
knitwear picture in the future. 

Earl Partridge, Inc. has its 
home office here in Minneapolis 
and serves six states including 
Minnesota, Wisconsin, Iowa, 
Michigan, North Dakota and 
South Dakota. Crane also is 
president of the Crane Distrib- 
uting Co., another wholesale dry 
goods, distributing firm with of- 
fices here and in Duluth. 
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HOLESALERS.. 


Reports on programs, policies and activities of wholesaler asso- 
ciations. 


Specialty selling techniques which wholesalers are adopting for 
their knitwear departments. 


Remodernization plans and programs of leading wholesalers 
throughout the country. 


Interior and window display services offered to retailers by 
general merchandise distributors. 


More specialized advertising directed to the wholesale trade 
than any other publication. 


Fill in coupon and return TODAY 


KNITTED OUTERWEAR TIMES 
386 Park Ave. South, New York 16, N. Y. 


Please enter our subscription to the Knitted Outerwear 


Times for one year. Check is enclosed. Domestic — 
$10.00 per year; Canada-Foreign — $15.00 per year. a 
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because 


, the TIMES reaches more specialty knit goods jobbers and general dry goods wholesalers 


than any other trade publication. 


because , 


wholesalers actually look for adv ertising in the TIMES—to know what their old resources 


are planning and what firms they’ve never bought from before will have to offer. 


because, .. 


with competition becoming keener than ever, even the best knit goods line has to be seen 


to be appreciated. Advertising in the TIMES will stimulate buyers to see your offerings 
. will actually “pre-sell” your merchandise. 


because, .. 


advertising in the TIMES is amazingly low priced - — so every dollar you spend bri ings 
many more in direct and traceable business. _ 


If you haven't yet tried an ad in the TIMES, 
call, write or wire today for full details. 


obligation, of course. 


4 31G SPECIAL ISSUES TO COME IN 60 


JANUARY 25—Opening of Fall Knitwear Lines 
AUGUST 1—Opening of Swimwear Lines 
SEPTEMBER 12—Review of Polo Shirt & Swimwear Lines 


Knitted Outerwear Times 


386 PARK AVENUE SOUTH @ NEW YORK 16, N. Y. 
MURRAY HILL 3-7520 


NOVEMBER 21—Opening of Spring Knitwear Lines 
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lomorrow's 


sForemost 
Quality Yarns 


FALLS YARN MILLS| 


the skill of long experience, Fallspun 


S wonders with the woolen system .. . 
m-creating the yarns for America’s 
st manufacturers. 


research is constantly uncovering innovations 


fibers, combinations and colors . . . for quality 


olled manufacture to your specifications. 


un quality yarns are intended for every fabric 


ification. In any class, they're your best 


investment. 


Established 1904 


Pa Woonsocket, Rhode Isiand, POplar 9-9880 


Selling Agents: 
Staniey Porter Pfizenmaier & 


New York City Kirkiand Co. 
Boston, Mass. 


C. L. Miller & Sons William T. Cheatham & Co. D. F. Swain Co. 
Utica, N.Y. Burlington, N.C. Chicago, III. 


W. J. Miller 
Philadelphia, Penna. 
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NWDGA Convention Feature _ 


By ANDREW G. HERRING 


President, Steadley-Herring Drygoods Co., Shreveport, 


La. 


IF our firm has enjoyed any marked success in the wholesale dis- 
tribution of knitwear, that success can in my opinion be attributed 
largely to careful planning. This planning starts with our buying and 
extends from the grouping of stock into well-balanced sizes, styles 
and colors to the training of salesmen and the making of planned 


calls on customers. 

Of course, such plan as we 
have did not spring forth over- 
night, rather it has been evolved 
over the years, a product of ex- 
perience, a result of trial and 
error, a conversion of past mis- 
takes into lessons for the future. 
It is moreover a plan flexible 
enough to be adapted to the dif- 
ferent conditions which prevail 
from season to season. We ex- 


pect to learn as much in the 
next season as we have those in 
the past. 


Since knitwear is such a highly 
diversified line and there is not 
space here to cover it in its en- 
tirety | shall confine my discus- 
sion to sweaters which with us 
has been a high volume and ex- 
ceedingly profitable line. 

Advance Planning 

As I stated, our planning 
starts with buying and since re- 
tail sales of sweaters begin in 
the Fall we have found it best 
to start assembling our sweater 
line as soon after January | as 
possible. At that time we order 
our sample lines for immediate 


delivery. We have found this 
early start necessary so_ that 


by the time we begin offering 
the line to the trade we can 
have a well-balanced collection 
grouped according to sizes and 
styles that will be wanted by 
our particular accounts. 

We do not, however, let this 
early buildup of the line inter- 
fere with the possibility that 
some newer construction or pat- 
tern may appear later in the 
year. In fact we hope something 
like that will happen for it can 
give us a chance to offer our 
accounts some “hot item” that 
they and we think will be a good 
seller. Thus, if we can offer our 
customers something ahead of 
competition we stand a much 
better chance of getting a sub- 
stantial order. We are ever alert 
for new styles and will always 
make room for them in the line. 

In building our sweater line 
we carry the less expensive ones 


in assorted colors and sizes to 
the box. The better sweaters are 
packed in individual boxes and 
each style carried in a variety 
of colors. Every season seems 
to feature a particularly popular 
color and whenever possible we 
carry this color in nearly every 
style which gives us an oppor- 
tunity to sell several styles to 
the same account. 

The time-tried rule of “sales- 
man know your line” applies es- 
pecially to knitwear so when we 
have our sweater line built up 
each salesman is given a thor- 
ough presentation of it before he 
attempts to sell it to the cus- 
tomer. All the latest technical 
and fashion information given 
us by the manufacturer is passed 
on to the salesmen in an attempt 
to make them experts. In that 
way they develop an attitude of 
confidence that will inevitably 
be communicated in some de- 
gree to the customer and which 
cannot fail to increase the size 
of the order for us. 

I cannot stress too greatly 
the importance we attach to an 
early presentation of our line 
to the trade. We try to be the 
first in our area with a line of 


Fall sweaters since our experi- 
ence has shown that our best 
and most complete orders are 
the first ones an account places 
with us. That means, of course, 
that in early Summer our sales- 
men are showing the line to the 
trade. 
Early Shipping 

We urge our salesmen to en- 
courage early shipping dates too 
since we feel that back-to-school 
buying begins as soon as mer- 
chandise is put on display. Such 
early buying usually establishes 
a trend that always points to the 
best reorder styles and the ear- 
lier this trend is indicated, the 
better service we can give on 
re-orders. Of course, re-orders 
from us mean we must re-order 
from our resources but that’s 
part of being a wholesaler and 
we try to plan it that way. 

We often use those re-orders 
to impress upon an account the 
advantage of buying from us in- 
stead of from a mill several 
states away. 

This in outline is the way our 
plan works from buying to final 
delivery and the customer’s re- 
order but it does not stop there. 
In September each salesman is 
given a list of customers who 
have not placed an order for 
the present Fall season and also 
a few supplemental numbers of 
new items so that a concerted 
effort may be made to contact 
late buyers. Many of the pro- 
crastinators find this service 


ANDREW HERRING 


helpful and a lot of initial as 
well as re-order business is 
picked up on what we call the 
“last drive trip.” 

Ours is a somewhat distinc- 
tive territory, serving what is 
popularly known as the “Ark- 
La-Tex Area,” which comprises 
parts of Arkansas, Louisiana and 
Texas. As a rule styles and 
colors sell pretty much the same 
in one state as in the others al- 
though there have been excep- 
tions in recent years when for 
some unknown reason a style 
or color would be popular in 
one state and quite another one 
be selling well across the state 
line. Such things are, of course, 
part of a wholesaler’s problems 
and we try to work them into 
our general plan for selling knit- 
wear but not always with the 
success we'd like. 
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Georgia Wholesaler Builds 


COLUMBUS, Ga.—tThe approaching spring season here prom- 
ises to be a good one for knitted outerwear items, according to 


H. B. Arenowitch, vice president of Arenowitch, Inc., 


one of the 


largest local dry goods wholesalers. Checking the records of his 


firm for the past spring season, 
no carry-over in most lines of 
knitted outerwear. 

That presented something of 
a problem for some local retail 
outlets of knitted outerwear be- 
cause at the height of the sell- 
ing season they found some items 
unavailable due to their short 
range planning. 

Arenowitch sees the forthcom- 
ing season as a good one for 
knitted shirts. While advance 


Arenowitch noted that there was 


sales indicate a preference for 
collared goods, Arenowitch said, 
there is a noticeable increase in 
requests for the boatneck shirt 
with pushup sleeves. 
Green Big Color 

Shirt colors presently in de- 
mand are led by greens and 
golds which are definitely ‘ahead 
in the color parade at this Stage. 

Men’s and boys’ swim trunks, 


Knit Volume 


especially of Helanca stretch 
yarn, are high on the order 
sheets. Popular colors in these 
trunks for the coming season are 
black, white, gold, and olive, 
Arenowitch said. 

The vice president of the 61- 
year-old firm said not only is 
the immediate sales outlook for 
knitted outerwear good, but so 
is the long range prospect. 

Knitted outerwear, in all fi- 
ber classifications, is definitely 
advancing in customer appeal, 
he stated. It’s interesting to note, 
he added, that retailers are be- 

(Continued on Page 19) 


|| 
= 
; 
‘ 
{ 
> ee 
Penna. 
4 
4 
4 
a 


News! 


New brill'ance in the new Braemar range 


hoo 
CLARE POTTER, of New York, is just one among the bril- , sma 
liant designers responsible for the new Braemars. All that is 
best in Scottish craftsmanship combines with new flair, new ope 
fashion, in a collection of Braemar sweaters that will bring a a W 
glint to the eve of fashion-conscious women all over America. pro! 


Advance Fashion Flashes 
Textures Fascinating “tweed textures” in pure cashmere trail 
and Shetland. how 


Colors A subtle and splendid color range, with no less 
than 27 colors in cashmere alone. ae 


Lines From the short, short, short to the long and lithe: NV 
from the purely pretty to the arrogantly elegant 
—this Braemar Collection has everything ! C 


News! 


Braemar on Broadway with a brand new showroom 


Braemar have opened a new showroom on Broadway. The ad- ton 
dress? 1407 Broadway (Suite 2108), New York IS, N.Y. tion 

The Braemar Fall collection is being modelled there daily be- imic 
tween February 4thand February 19th, Monday through Friday. dep 
Telephone OX 5-1194 now, for an appointment! 


Scotland's 


finest 


NOW WITH A NEW, NEW LOOK 
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ginning to realize that wholesal- 

ers and manufacturers can’t 

build stocks by hoping to re- 

ceive orders late in a season. 
Early Ordering 

The orders for knitted outer- 
wear are steadily coming in to 
his firm now, he said, from the 
many retailers in the metro- 
politan Columbus area and from 
retailers throughout the Chatta- 
hoochee Valley’s numerous 
smaller communities. 

Arenowitch, Inc., now housed 
in a ultra-modern new plant 
opened in 1957, is evidence of 
a wholesaler that knows how to 
promote business, and knitted 
outerwear sales are no small part 
of that business. 

The firm’s salesmen are well 
trained for their job, knowing 
how to help the retailer plan for 
seasonal selling and what items 


of knitted outerwear are most 
likely to command the cash reg- 
ister. 

In the new $200,000 plant, 
built for convenience and utility, 
lines of branded knitwear are 
available for immediate delivery 
throughout the area to retailers. 

Merchandising, salesmenship, 
and advance planning are all 
combined at Arenowitch to af- 
ford the seller the best in knits 
items. 

Materials Handling 

Wholesalers with an urge to 
step up service to retailers can 
take note of Arenowitch’s new 
plant. It’s designed to facilitate 
the handling of volume business 
at any time with speed and ef- 
ficiency. 

Incoming manufacturers’ 
stocks and outgoing retail or- 
ders never jam up with each 


other, being routed through the 
building with a minimum of ef- 
fort and delay. Let’s follow a 
shipment of knitted outerwear 
through the plant: 

Arrival of the knitwear stock 
finds it unloaded on one of the 
three off-street ramps extending 
inside the building. The trio of 
ramps provide ample space for 
incoming and outgoing stock at 
the same time. 

Goods arriving are rapidly 
distributed to stock area shelves 
on the first floor, to shelves on 
the second floor by a heavy duty 
conveyor system which lifts mer- 
chandise. 

In the stockrooms goods are 
carefully placed on adjustable 
metal shelves which allow easy 
filling of retail orders. 

The stockrooms too blend into 
the efficiency of the plant, being 


well lighted and practically free 
of dust by way of a special air 
conditioning and heating sys- 
tem. 

When salesmen return to the 
plant with orders the demands 
are speedily fulfilled by the 
stockroom clerks and dispatched 
to the shipping rooms. Stock 
from the second floor is zipped 
to the first floor shipping room 
via a steel conveyor which al- 
lows the merchandise to slide 
down. 

In the shipping room outgoing 
retail orders are double checked, 
logged, and placed in delivery 
trucks waiting at one of the in- 
door ramps. 

This particular stock handling 
procedure was built into Areno- 
witch’s new plant for the purpose 
of speeding up theiz warehousing 
operation, and it works too. 
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CULVER CITY, Calif—The shift of retailing from downtown 
locations to outlying suburban area shopping centers can prove 
a boom to the dry goods wholesaler, according to Stephen F. 
Nordlinger, vice president and general manager, the Klein-Nor- 
ton Company. The migration of retailers from central city loca- 


tions, of course, also can be in- 
imical to the interests of the in- 
dependent retail merchant, Mr. 
Nordlinger explained. It all de- 
pends on how the wholesaler 
meets the situation, he added. 

Long before the current mi- 
gration to suburban areas got 
under way, the Klein-Norton 
Company saw the need for the 
revision of its mode of operation 
to conform with this new retail 
merchandising trend. In 1953, 
therefore, the company moved 
from the wholesale district in 
which it had been located for 
many years to Culver City, a 
suburb of Los Angeles and 11 
miles away from the former lo- 
cation. Here the company built 
its new, modern, single-story, 
23.000 square foot building. 

The shift has enabled Klein- 
Norton to improve service to the 
many new independent retailers 
who have set up in the sprawling 
suburban and metropolitan Los 
Angeles region. At the same 
time, they are still able to cater 
to the diminishing number of 
their retail clientele still located 
in the traditional downtown dis- 
tricts. 

Currently, Klein-Norton trav- 


els 12 salesmen. About 95 per- 
cent of their volume is done 
either by the road men or via 
telephone or mail. While the 
company does not get as many 
merchants visiting the show- 
rooms as they did at the down- 
town site, the changed character 
of the business does not require 
the same amount of house trade 
upon which the company pre- 
viously had to rely in its old 
location. 

Klein-Norton is a major dis- 
tributor of knitwear and sports- 
wear. The company is just con- 
cluding one of its most success- 
ful sweater seasons and is bank- 
ing on an even better one in 
1960. 

They are firm believers in spe- 
cialization. Years ago the man- 
agement felt that it would be 
good business to adopt the best 
known and most widely adver- 
tised line of men’s and boys’ un- 
derwear as a strong foundation 
for their entire operation. They 
consequently selected the pro- 
ducts of the P. H. Hanes Knit- 
ting Company, Winston-Salem, 
N.C. and immediately discontin- 
ued any other conflicting lines. 


The company believes that this 
decision was the greatest contri- 
buting factor to their continued 
growth and success. 

It is rather significant that the 
P. H. Hanes Knitting Company, 
the largest and best known man- 
ufacturer of popular priced 
men’s and boys’ underwear, has 
built its success on selective 
wholesale distribution. It seems 
also significant that the Klein- 
Norton Company, in handling 
Hanes products exclusively in 
men’s and boys’ underwear, has 
become one of Hanes’ largest 
distributors in the entire country. 
Hanes is distributed by Klein- 
Norton in tremendous quantities 
to both the smallest and largest 
users, including department 
stores, chain stores, (including 
both market and drug chains), 
military bases, as well as to a 
multitude of independent retail- 
ers. Hanes goods are not sold to 
discounters, and suggested retail 
prices are religiously policed. 

Starting this year Klein-Nor- 
ton, as well as all other West 
Coast Hanes distributors, are 
completely eliminating mill ship- 
ments and in their place will 
deliver assorted case lots of 
Hanes products directly from 
their own warehouse at former 
mill shipment prices. Klein-Nor- 
ton has felt that it was economi- 
cally unsound for any manufac- 


turer to carry a warehouse stock 
of goods on hand at their fac- 
tories in order to service drop 
shipments. This duplication of 
warehouse costs is now elimin- 
ated. The customers are bene- 
fited by overnight delivery ser- 
vice and lower acquisition costs 
on all Hanes products. 


Goldsmith Bros. 


Expands Knit Lines 
(Continued from Page 11) 
display boards of dark gray com- 
position board and pegboard in 
white frames. These were locally 
made to order. Sweat shirts, polo 
shirts and other garments in 
tots’ sizes are fastened to these 

with thumbtacks. 


Each fall, the Goldsmith com- 
pany prepares for its retailer 
customers a printed and illus- 
trated School Days circular, ad- 
vertising an assortment of back- 
to-school items at persuasive 
prices. A package deal is offered 
to stores — incorporating speci- 
fied quantities of each of the 
advertised items. To stores avail- 
ing themselves of the package 
deal, Goldsmith will supply these 
circulars imprinted with the name 
of the store at a very reasonable 
cost., It is a system which creates 
sales and averts headaches for 
both wholesaler and merchant. 


Coast Firm Adjusts Operation To New Shopping Areas 
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rlon” is a growing family! 


“Orlon” 21... and 
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Talk about blessed events! There’s a whole family of “Orlon”* acrylic fibers for your fall ’60 
sweater line: i “Orlon” 21—Newcomer with a natural, wool-like look and touch. Lively, resil- 
ient. Bulk with light weight. # “Orlon Cantrece”**—Filament yarn with the luxurious look 
and touch of silk. @ ““Orlon” (Type 42)—For classic, bulky, brushed and shaggy knits. . . 
Now, too, you can offer sweaters with the look of mohair (sheath-core method) and the look 
of suede (napped and sheared interlocks)! Deniers? . . . 1, 2, 3, 4, 4.5, 6 and 10. Colors? ... 
darks, brights, heathers, pastels. All this, plus the easy care, lightweight comfort, shrink resist- 
ance and shape retention that have made “Orlon” the fiber customers know, trust, prefer. And 
wy next fall, Du Pont offers you strong selling support through a massive national and local ad- 
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“Orlon” Type 42 & g ...all for fall sweaters! 


vertising program for knitwear containing “Orlon”: # Commercials on ‘““The Du Pont Show 
With June Allyson”, CBS-TV. # Commercials on the popular “Today” show with Dave Gar- 
roway, NBC-TV. # Local TV promotion in 20 key markets, featuring top female personalities. 
#@ National ads in SPORTS ILLUSTRATED and GENTLEMEN’S QUARTERLY... You'll sell 


more in 1960 when you sell fall sweaters made with the growing family of ‘““Orlon” fibers ! 
Enjoy “The Du Pont Show With June Allyson”, every Monday at 10:30 P.M., EST, on CBS-TV. i 
Me MEMBER AIMBW. BETTER THINGS FOR BETTER LIVING THROUGH CHEMISTR? 

*ORLON is our registered trademark. When you use it: Distinguish it Capitalize and use quotes or italics, or otherwise distinguish by color, lettering, art work, 
ete. Desershe t—Use the phrase “Orion” acrylic fiber at least once in any text. Designate u—As Du Pont’s trademark for its acrylic fiber in a footnote or otherwise. 


Orlon Cantrece™ is Du Pont's trademark for its filament acrylic yarn. RES. 5. paT.OFF 
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The latest word in design versatility 
is Terrot. Speizman Knitting Machine 


I-N-T-R-O-D-U-C-I-N-G Corporation proudly presents the 30” 
a 14 to 24 n.p.i. high-speed Terrot that 

T-H-E T-E-R-R-O-T creates fabrics with woven appear- 
ance and stretch — interlock fabrics 

A-U-T-O-M-A-T-I-€ I-N-T-E-R-L-O-C-K in double pique’, rodier, tuck effects, 
vertical panels, stripes in any se- 

. .¥.2.1.D.E. quence & width, continuous color 
4-C-O-L-O-R S-T-R-I-P-E-R ripples, plaids, waffle cloth fabrics — 
~ 40 a anything you can draw with hori- 
, zontal & vertical lines and four 

7 colored pencils — with simple, fast 


changeover. Write at once for color 
brochure. 


PEIZMAN KNITTING MACHINE CORP. 


q = 508-14 WEST 5th STREET @e CHARLOTTE 1, NORTH CAROLINA @© ED 4-5546 
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NWDGA Convention Feature 


Hogan-Allnoch Finds Knits Basic Line For Wholesalers 


HOUSTON, Texas—This region, a last stronghold of resistance 
to knitted outerwear, is now fast succumbing to its lure, according 
to Robert L. Woodard, knitwear buyer for Hogan-Allnoch Whole- 
sale Dry Goods Company. “This area was the last to take to knit 
goods, because it was always considered too hot for our climate,” 


Mr. Woodard said. “But with 
the high styling plus perfect fit- 
ting qualities that have been put 
into knitwear, we are fast be- 
coming knit goods conscious.” 

Hogan-Allnoch is moving 
knit goods today that would have 
been impossible a few years 
ago, Mr. Woodard pointed out. 

“The washability of Orlon, 
and nylon have played a major 
part in making this a reality,” he 
said. 

Sells Bulky Knits 

Once able to sell only light- 
weight knit goods, Hogan-All- 
noch now sells bulky knits in 
every size category. 

“Today,” added Mr. Wood- 
ard, “you even see babies on the 
street with bulky knit sweaters, 
and that is a little unusual for 
this section of the country.” 

He views this as another ex- 
ample in the swing to knits. In 
Houston, air conditioning has 
helped make people more knit 
goods conscious. With the mer- 
cury frequently high enough for 
the operation of air conditioners 
from April or May through No- 
vember, Houston has so many 
air conditioned buildings, homes, 
cars and motorboats in quan- 
tities that it proclaims itself the 
“Most Air Conditioned City in 
the World.” 

“But everyone doesn’t feel 
comfortable in an air conditioned 
building,” Mr. Woodard said. 
“Some of the buildings are too 
cold for some people, that’s 
where knitwear comes in.” 

Inventories Large 

Wholesalers in this region are 
very conscious of the fact that 
they must keep large stocks of 
knit goods at all times — even 
when the temperature in Hous- 
ton soars into the high 90's, 
Mr. Woodard said. 

Hogan-Allnoch is a strong be- 
liever in presenting full informa- 
tion on knit goods to its sales- 
men. “This has proven a 
valuable asset to our merchant, 
and to the consuming public,” 
he said, adding: 

“We feel that all knit goods 


items should carry tickets ex- 
plaining fully the cleaning method 
that should be employed. This 
alone will create confidence in 
the minds of the consuming pub- 
lic. People do read tags, and 
they are interested in knowing 
how they should care for their 
investment.” 
Open Stock 

To increase his service to re- 
tailers, the average wholesaler 
today is carrying in open stock 
many numbers in knitwear that 
he can service his customers 
with on a 24-hour basis in most 
instances, Mr. Woodard said. 

“This is true,” he said, “with 
respect to knit sleepers, knit 


T-shirts, polo shirts, knit sport 
shirts, knit blouses and sweat- 
ers.” 

At Hogan-Allnoch, each gar- 
ment purchased is listed by 
color, size and date of arrival. 

“This inventory,” Mr. Wood- 
ard said, “is checked at regular 
intervals, which gives us whole- 
ers a true picture of what is sell- 
ing in knitwear—even to size 
and color.” 

“We have found,” he added, 
“that for the fall of 1959, the 
colors red, black royal, navy, 
brown, coffee, white and beige 
have been the preferred shades.” 
Pastels have slipped to a notice- 
able degree, he said. 

Branded name lines are essen- 
tial to the wholesaler who fea- 
tures knitted outerwear, accord- 
ing to Mr. Woodard. 

“We strive at all times to pro- 
mote branded line names,” he 


noted. “We realize that there is 
an advertising value behind the 
garment, and that the consuming 
public has learned to respect it. 

“It is the wholesaler’s desire 
to supply his customers with the 
item they need at the time they 
need it, and the demand for 
branded lines is becoming more 
and more prevalent.” 


In the training of its salesmen, 
Hogan-Allnoch makes every ef- 
fort to see that they are provided 
with full information on their 
lines, Mr. Woodard said. 

“Many times we invite the 
manufacturers to come to our 
sales meetings for discussing of 
their particular lines,” he said. 
“We have received splendid co- 
operation from the manufactur- 
ers in this way, and it has helped 
us to do a better job in promot- 
ing certain lines.” 
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Knitwear Major Item At Hibben-Hollweg 


INDIANAPOLIS, Ind. — Ronald E. Trueblood, merchandise 
manager of women’s and children’s apparel at Hibben-Hollweg & 
Co., dry goods wholesalers, here, is a knitwear enthusiast. “I’ve 
watched knitwear grow from practically nothing to real importance 
in the apparel line and it has been a thrilling experience,” he ob- 


served. “Knitted outerwear has 
now become one of the com- 
pany’s most important depart- 
ments.” 

Hibben-Hollweg carries 
sweaters, polo shirts and swim 
suits. 

For the past year Ban-Lon 
has been the outstanding seller 
in all size ranges in women’s 
and children’s sweaters. Now, 
however, new yarns are going 
to come to the front, according 
to Mr. Trueblood. Napped and 
sheared Orlon is one new idea 
which holds promise in Mr. 
Trueblood’s opinion. 

Bulky sweaters also have come 
forward very strongly in the 
women’s and children’s lines, 
according to Mr. Trueblood, 
and he feels they will continue 
to be in high demand through 
next year. 

Knits are gaining in impor- 
tance in women’s and children’s 
swim suits, too, according to the 


Hibben-Hollweg merchandiser. 

Hibben-Hollweg has _ never 
employed specialized selling to 
achieve higher volume for any of 
its lines, and this, of course, in- 
cludes knitted outerwear. How- 
ever, recognizing the value of 
such a procedure, the firm does 
try to get special emphasis from 
all of its salesmen on high vol- 
ume lines of which knitted outer- 
wear certainly is one. 

See Bigger Volume 

The immediate and long range 
outlook for wholesalers to achieve 
higher knitwear volume is evi- 
dent to Mr. Trueblood. “There is 
scarcely a limit to what whole- 
salers can expect to do in the 
future with knitted outerwear. 
If properly selected and properly 
promoted it can be a leading de- 
partment in any wholesale 
house.” ‘ 

In men’s and boys’ knitwear 
department sweaters, knit shirts 


and swim trunks are stocked. 
Kenneth Gleim is merchandise 
manager of this department. 

A distinct trading-up trend is 
noted by Mr. Gleim in his spe- 
cialty. Customers, he said, are 
demanding better goods and were 
willing to pay for them. Accord- 
ingly, Hibben-Hollweg will em- 
phasize higher price lines in this 
category. 

Mr. Gleim anticipates more 
active business in the higher re- 
tail price ranges because of the 
button styles and colors that are 
available at the higher levels. 
The trend away from basic num- 
bers to novelties such as shawl 
collars, has created a greatly ex- 
panded market for better goods, 
he noted. 


Mr. Gleim stated that business 
in men’s and boys’ knitted outer- 
wear is expanding, and a good 
selling season is expected. Orlon, 
and Orlon and wool blends 
which lend themselves to bulky 
sweaters, are the most favored. 


Woven fabric continues te 


lead in popularity for boys’ and 


men’s swimwear. 
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this season Keather are the 
lashion..and...nic¢etown is! best. for. 
+" 


This season heather tones are the fashion. 

A vast array of rich fall colors, a great new 

©. collection of heather tones... this is a top 
fashion note for fall 1959. These delicate heather 

tones are difficult to dye; but Nicetown's experience 

and efficient, expert care assures smart manufacturers ] 


of the best heathers. 


METHODS USED 
Piece dyeing 

Top dyeing | 

Raw Stock dyeing 
Skein dyeing 


} 
Moth proofing 
Dylan process 
Dyeing and packaging of © 


hand knit yarn 
FIBRES PROCESSED 
Acrilan 
Orlon* 
Dacron** 
Cashmere 
Nylon 
Wool | 
Worsted 
Dynel 


. Vicara 


*"Orlon" is Du Pont's registered trademark for its acrylic fiber 
> ¥ **"Dacron” is Du Pont's registered trademark for its polyester fiber 


ore w, 


on ° 
Have you got our Yarn Analyzer yete 


With it you can quickly | 
compare || properties of 
nicetown dye works GO. yarns | 
Orthodox & Belgrade Streets Philadelphia 37, Pennsylvania Write for yours today! «e 
i 
Paul F. Beener, Treasurer Harold L. Dungan, Secretary 
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Silent Salesman Works All Year For Chicago Wholesaler 


CHICAGO, I1l.—Through the use of a mailing list of 16,000 
firms in nine states in the midwest area, Cherney and Graham, acts 
as distributor for more than 40 manufacturers of knitted outerwear, 
specialties, novelties, laces and notions. Advertising and selling by 
mail at Cherney and Graham began about five years ago when 


management found it necessary 
to turn away from a full policy 
of salesman-representative sell- 
ing. Management realized that 
the staff was getting on in years 
and would soon retire or become 
unable to travel the sales terri- 
tories. 

It was also found that it was 
becoming hard to find men to 
sell small notions items. Many 
of the items in Cherney and 
Graham’s line are small and 
low-commission items, making 
selling for the firm a compara- 
tively non-glamorous field, says 
Roy T. Hyre, Jr., president of 
the firm and director of the No- 
tions Division of the National 
Wholesale Dry Goods Associa- 
tion. 

Cherney and Graham _pub- 
lishes a yearly catalogue of their 
merchandise and relies mainly 
on its selling appeal for all sales. 
Every six weeks a seasonal mail- 
ing piece is sent out, giving price 
changes and new items. 

When a regular representative 
does not call on the customers 
— ranging from small retail 
stores to the largest department 
stores — Cherney and Graham 
offers a six percent discount on 
most merchandise purchased 
through the mail. The salesman’s 
commission is thus reflected back 
on the customer’s purchase price, 
giving him the benefit of this 
method of selling. 

All items in the “silent sales- 
man” or catalog are attractively 
arranged for easy location of 
brand names and particular 
goods. The seasonal mailings at 
six-week intervals often offer 
items of particular interest at 
various times of the year. The 
Christmas catalog for 1959, for 
instance, featured small knitted 
outerwear items for women and 
children, and a large variety of 
holiday season novelties, as well 
as staples. 

_ Cherney and Graham is now 
in the process of expanding their 
woolen and synthetic yarn de- 
partment. “We have found that 
there are no wholesalers in the 


midwest who cater to customers 
asking for yarns, laces, braids 
and fancy ribbons, and other 
novelty goods used in the pro- 
duction of knitted outerwear 
products,” says Hyre. 

Cherney and Graham hopes 
to fill this void, and provide 
these items to customers who 
previously had to buy either in 
New York or from the European 
market. As a local source for 
these items, they hope to expand 
their sales to established as well 
as new customers. 

Inventory Control 

William Kasey, assistant to 
the president of Cherney and 
Graham, acts as buyer and in- 
ventory controller. A system set 
up under his supervision six 
months ago has greatly improved 
the level of efficiency in process- 
ing and shipping orders, says 
Hyre. 

Previously, all items sold by 
Cherney and Graham were cata- 
logued with their own lot num- 
bers, but Kasey decided that if 
they would use the manufac- 
turer’s numbers in their catalog 
and as markings on their stock, 
this would save the time and 
trouble of re-marking merchan- 
dise in the warehouse. 

All goods are stored in sec- 


tions by suppliers’ names, and 
each item is marked when 
shipped from the manufacturer 
with their own lot number. Stock- 
ing all goods from one manufac- 
turer together, and similar types 
of manufacturers’ goods in the 
same related section of the ware- 
house makes for speedier order 
filling, Kasey has found. Each 
brand is arranged on the shelves 
both numerically and alpha- 
betically. Kasey has also discov- 
ered that ordering is also faster 
because of the ease in checking 
on inventory control prior to 
placing an order with the manu- 
facturer. 

Weekly checks are made on 
fast moving items, box by box, 
and reorders are issued before 
the supply of a product is com- 
pletely diminished. 

Some suppliers provide their 
own pre-printed inventory con- 
trol sheets which are helpful, 
says Hyre. For other manufac- 
turers’ lines, Cherney and Gra- 
ham prepares its own sheets. 

Orders are filled as quickly as 
possible, and the invoice is writ- 
ten and sent when possible with 
the shipment. This saves time 
for the wholesaler as well as the 
customer, according to the firm. 
This also allows the retailer to 
mark merchandise that is not 
pre-priced immediately. 

Cherney and Graham recently 
moved into new quarters, with 
wider space than previously. The 
new quarters aren’t as deep but 


Knitwear Bright Spot In Merchandise 


Picture At Taylor, Symonds Company 


PROVIDENCE, R. I.—Taylor, Symonds Company, this city’s 
leading dry goods wholesaler, has come through the past year in 
excellent shape and the outlook for 1960 is even better. Knitwear, 
according to Charles F. Watkins, president, has been one of the 
brightest spots in the company’s 1959 sales picture and gives every 
indication of continuing to be in the limelight during the current 


year. 


The extent to which further gains can be made by wholesalers 
in their sale of the products of the knitted outerwear industry, 
according to Mr. Watkins, depends a good deal upon continued 
cooperation between manufacturers of branded wholesale lines 
and their wholesale distributors. “Not only must the manufacturers 
make their merchandise competitive from a price and value stand- 
point, but they must also be sure that their goods are properly 
styled for consumer acceptance,” he said. It is also essential, Mr. 
Watkins added, that manufacturers price their goods so that an 
adequate mark-up is assured to the wholesaler. 7 


management has found that the 
almost square space is much 
easier on the feet and makes 
placing merchandise in an acces- 
sible location from the center 
write-up desk a simpler task. 

The offices are now in back 
of the stockroom, so that the 
officers of the company can be 
at work and still aware of what 
is going on in the central work- 
room. In the front of the space 
is an additional office, used only 
for conferences with salesmen 
and customers. The view of the 
central storage and work area is 
cut off from this office by a 
showroom, making it private and 
pleasant for visitors and walk-in 
trade. 

Cherney and Graham 
found through the years that 
customers prefer brand name 
merchandise to products bearing 
a private label name. Even 
though the private label goods 
may be as of just a high quality, 
they have found that there is 
greater color consistency in 
products made by a nationally 
known manufacturer. Particu- 
larly in the field of knitted outer- 
wear and yarns, along with bias 
and seam bindings, etc., they 
believe that consistent color con- 
trol is greater when goods of a 
line are produced by a known 
manufacturer. The problem of 
private labels is that frequently 
one item in the private label 
line is produced by one manu- 
facturer, and an additional item 
in the same private label line is 
produced by another manufac- 
turer. These will vary greatly in 
dye lots. With this knowledge, 
the firm tends to buy only known 
brand name merchandise. 

According to Hyre, the trend 
in packaged yarns is now running 
toward synthetics. A year ago, 
almost no orders were placed 
with the firm for Orlon and 
Dacron yarns, and now, about 
30 percent of all yarn orders are 
for the synthetics. 

It seems that more retailers 
are becoming interested in pro- 
moting the synthetics than ever 
before, particularly in the knitted 
outerwear field, said Hyre. 
“We're planning to go along 
with the demand, and will con- 
tinue to stock larger amounts.” 
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This is our family 


Over the years, Winona, Wilson and Colonial have indi: 
vidually become traditional names to leading manufae- 


turers for consistently producing fine woolen spun yarns 
and coordinated fabrics. q 


Now, working as a combined operation, W-W-C is ever increasing its 
reputation for excellent craftsmanship and superior quality products. 
This fact is exemplified by our continuous service to our old custome 
and a growing list of new customers. 


a All production facilities are under one roof in our newly expanded Cleve 
land mill, with a unitized quality control system that is second to none. 


; So whatever your requirements may be, just give us a call... you’ll find 


the W-W-C team always ready to serve you. 


e cashmere angora blends 


shetland types 
kid mohair blends 


camel's hair 


lamb’s wool 


dyed-to-match and 
fur fiber blends coordinated fabrics 


MILL: WEST 65th and Barberton «© Cleveland 2, Ohio « ATlantic 1-3200 ¢ Teletype CV 875 


NEW YORK OFFICE: 1440 Broadway » New York 18, N. Y. © PE 6-1487 « Teletype N. Y. 1-427 
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CV 875 
1-4275 


W. H. HUTCHINSON i. 
222 W. Adams St. 
Chicago 6, Illinois 
FRanklin 2-0224 
Teletype CG 2127 


Sales Representatives 


PAUL A. BARKER 
1182 Breadway 
New York, N. Y. 
Murray Hill 9-0422 


Colonial 


FREDERICK P. TOLNAT 
819 Santee Street 

Los Angeles 14, California 
MAdison 2-5777 
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Skilled Hands § 
Textur-Engineer 
Six 


No nee ok far and wide for the tur arn you want. Because 
Duplan has the know-how and capacity to skillfully textur-engineer — 
the six most successful textured yarns: 


@ TEXTRALIZED YARNS—for Ban-Lon Garments 
@ SAABA YARNS 
Helanca 
@ Flufion 
Superloft 
@ Taslan 


Let Duplan do it for you—today! 


WORLD’S LARGEST THROWSTER 
3 THROWING MILLS 
Gin. * Winston-Salem, N. C. 
at * Kingston, Pa. 


* Cleveland, Tenn. 


The Duplan Corporation, Winston-Salem, N. C. 


Moher and Company: Exclusive selling representatives 
10 High Street, Boston 10, Mass. — HAncock 6-5202 — TT#BS-971 
[ _ ty ; 40 E. 34 St., New York 16, N. Y. — LExington 2-0797 — TT#NY1-1758 

mye 3701 No. Broad St., Philadelphia 40, Pa. — BAldwin 5-2313 — TT#PH-462 
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Goodall - Brown 
Cites Knit Trend 


BIRMINGHAM, Ala.—‘‘The 
trend is definitely towards 
knitted outerwear, especially in 
coordinates and bulky knits,” 
in the opinion of George V. 
Stevens, vice-president of Good- 
all Brown Dry Goods Company, 
Birmingham. He believes the 
outlook for the knitted outer- 
wear industry in the dry goods 
wholesale field of distribution is 
stronger than it has been in 
sometime. 

Specialized selling can, and 
does bring higher knitted outer- 
wear volume to the wholesaler, 


Mr. Stevens concludes, citing | 


Goodall Brown’s experience. 
However, he points out that the 
wholesaler must have a highly 
capable sales promotion man- 
ager within the organization to 
work with general line sales- 
men and the knitted outerwear 
manager. 

“Wholesalers are fully aware 
of the fact that services are the 
key to increased volume,” Mr. 
Stevens commented. “The only 
way that we can increase serv- 
ices to our accounts, is by car- 
rying sufficient inventory to serv- 
ice them properly, and by stream- 
lining our order-filing, and our 
shipping department. This we 
have done.” 

Goodall Brown keeps an ac- 
curate day-to-day inventory of 
every item in stock, so that “we 
can tell exactly what our past 
performance has been,” Mr. 
Stevens said. 


The company warehouses its | 


goods on the premises. Stock 
men who have charge of stock 
on each of the selling floors, 
are also head of merchandise 
warehousing for each floor. 


Jones-Witter Co. Has 
Successful Knit Season 


COLUMBUS, Ohio — The 
Jones-Witter & Company has 
just completed one of its most 


successful knitwear seasons, ac- | 


cording to George R. Hartpence, 
department manager for knitted 
outerwear. 

Top sellers were men’s knit 
sport shirts of Orlon and wool 


and 100 percent Acrilan. Excel- | 


lent sales results were also 
scored on ladies’ and girls’ bulky 
knit sweaters. 


WOOL 


to make the best... 
- you start with the best 


Caron lives by this motto — especially where WOOL is concerned. . 
Here, Caron starts right at the beginning, with the fleece still on 

the sheep’s own back. To do this, we maintain our own wool buying 
organization. These specialists know that the wool from certain 
states gives certain characteristics, and more specifically, that certain 
areas within those states give still other characteristics. Caron wool 
buyers make sure we get the special qualities we want by working 
directly with the grower. That means quality control 

all the way . . . for better yarns! 


% CARON IS THE COMPANY THAT KNOWS WOOL 


Mohair + Caraloft + Carafrost + Caravel + Yarns for Ban-Lon® Garments 


| * ROBESONIA, PA. + NEW 


| the BES of the BE 
comes from the experts 
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It pays to knit 
with HIGHLAND 


woe 


... for Fashion Trends begin with Quality Cotton Yarns! 
Knitted Two-piece dress ...a sales leader by Crestwood 


— Crestwood’s gray and white Highland Cotton knit ern equipment, this painstaking process guards quality 
shows up in this handsome two-piece daytime plaid during every step of the way from bale-biending to 
dress, by Taller Modes. The wide notched collar adds spinning and dyeing. The result? Uniformly clean, 
to the top or shoulder emphasis being featured in so soft yarn that lowers knitting costs and increases the 
many new spring apparel collections. sales value of your knitted goods. Investigate Highland 

Crestwood, like other leading knitters, has long rec- Knitting yarns-carded or combed-clean white or dyed 
ognized that Highland’s superior quality is based on ™ the colors of your choice at our Cloverdale plant. 
a scientific multi-blending process. Implemented by mod- Try Highland yarn and see why it is the yarn for you! 


— 


Highland, 


CARDED AND CCMBED, 10s TO 30s, CLEAN WHITE OR OYED Dgporior Cotton AT 


HIGHLAND COTTON MILLS, INC. + HIGH POINT, NORTH CAROLINA 


Sales Representatives: Wm. H. Cronin, Ir., 437 Fifth Avenue, NEW YORK, N.Y. © Cosby & Thomas, CHARLOTTE, N.C. © J. M. McGinnes, READING, PA © C. W. Seidel, 222 West Adams Street, CHICAGO 
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Small Wholesaler Finds Sweaters, Swim Suits Profitable 


BATESVILLE, Ark.—The sale of better grade sweaters is on 


the upward swing at Hail Dry Goods Company, here. 


“Four or 


five years ago our main volume in sweaters consisted of the cheap 


$2.98 and $3.98 retail variety,” 
manager. 
and $6.95 sweater, with Ban- 
Lon leading in sales and Orlon 
running a close second. Our 
sales in sweaters, swim trunks, 
and knitted sport shirts are up 
30 percent over last year. 

Contributing to this upward 
sales trend is the fact that Hail 
carried a larger inventory this 
year consisting of wider varieties 
of merchandise. Also they have 
stepped up their services to re- 
tailers in the following manner: 

1. Salesmen call on the small 
retailer every two weeks, and 
on larger stores more often. See- 
ing the salesman this frequently 
makes it possible for the retailer 
to buy small amounts often, 
rather than a huge stock only 
three or four times a year, and 
enables him to operate on less 
capital. 

2. Orders as well as re-orders 
are filled and shipped the day 


said J. Conway Hail, Jr., 
This year, however, our biggest volume is in the $5.95 


general 


they are received. 

3. To accommodate the re- 
tailer in the farm sections, Hail 
gives extra dating through the 
slow summer months, letting him 
pay in the fall after crops have 
been harvested. 

4. Salesmen help set up dis- 
plays in the larger stores. 

5. In many stores the buyer 
gives the salesman a free hand 
in checking and keeping the 
stock filled, being confident he 
will not overload him. The buy- 
er’s confidence is well placed in 
that Hail salesmen have found 
it to their advantage never to 
overload a customer. 

6. Hail reduces prices on spe- 
cific items at various times 
throughout the year. 

7. A Thermo-Fax Copying 
machine is used for making in- 
voice copies for house custom- 


ers, thereby speeding up the 
business transactions. 

8. Being located in a small 
town, as Hail Dry Goods Com- 
pany is, makes it possible for 
the occasional tardy customer to 
have his order filled, even after 
closing hours. Someone is al- 
ways available, either at the 
store or by telephone. 

Even though Hail Dry Goods 
Company is, comparatively 
speaking, a small wholesale firm, 
they have among their custom- 
ers some of the largest depart- 
ment and chain stores in the 
state, and this phase of their 
business is on an upward trend. 
Their total sales increased 34 
percent. 

“The 1960 outlook for sweat- 
ers, swim suits and knitted sport 
shirts in our territory is very 
good,” Conway Hail, Jr., said. 
“During 1959 retail stores 
moved these items rapidly. We 
plan to stock a larger inventory 
of better grade novelty sweaters. 
And, whereas we have never car- 
ried women’s swim suits before, 


our plans are to add them to our 
1960 merchandise.” 


Wants Birmingham As 


South Wholesale Center 

BIRMINGHAM, Ala.— 
Need to sell Birmingham as a 
wholesale manufacturing center, 
was stressed by George Stevens, 
vice president and sales man- 
ager of Goodall-Brown Dry 
Goods Company, here. “Closer 
cooperation is needed between 
wholesalers, manufacturers and 
merchants, to make Birming- 
ham the wholesale trade distri- 
bution center of the South,” he 
said. 

“Now that the steel strike is 
over, we are looking forward to 
an excellent Spring,” said Leon- 
ard Lewis of the Feldstein Co., 
which deals in soft goods. Feld- 
stein recently took over the 
G&S Wholesale Company. “Our 
business showed a nice increase 
in all departments in 1959, in 
spite of the steel strike,” Mr. 
Lewis noted. 
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“THE OLD” 
Our Staples and Classics Unchanged 
INTERLOCK COATS (Worsted and Orlon) 


UNION KNITTING MILLS 


Berkley Street, 


Philadelphia, Pa. 


Presents “THE NEW and THE OLD” for Fall °60 


“THE NEW” 
Big Boys’, Little Boys’ COATS & VESTS 
in Orlon and Lamb’s Wool 


NEW HIGHLY STYLED ORLON SWEATER SHIRTS | 


Our line will be on display at the 


Men’s — Boys’ — Juveniles’ 


Bathing Suits 


Our Leadership for 55 years has never been challenged. —=—- : 


Herman Heller Dep't — Flag¢ 


Empire State Bldg. (Room 5020) New York 1, 


Utica Corp. 


KMRA SHOW — ROOMS 602-623 x 
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2200 ARCH STREET, | 


WEXLER 


JUMBO 
BULKIES 


To Show You the Rest 
ARTHUR & SOL WEXLER WILLHA 
THE HOTEL NEW YORKER... J: 
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GAUGES FROM 5 TO 16 


DOUBLE-LOCK POWER KNITTING MACHINE (MODEL DJFU) 


JACQUARD AUTOMATIC STITCH TRANSFER ATTACHMENTS 


Knitting and stitch transfer are done in one course 


We offer to the knitting industry for early delivery 
a new, high speed, streamlined, superbly engineered 
Jacquard-Transfer knitting unit. This fast, smooth- 
ly operating machine combines the widest range of 
pattern and stitch combinations by simplified me- 
chanical devices; it provides ready access to all 
moving parts, ensuring ease of handling and main- 
tenance. Truly superb Swiss craftsmanship. 


Without Jacquard Attachment this new Schaffhouse 
unit performs beautifully on all classical stitches, 
loop transferring on all needles — on high butt 
needles, or low butt needles only—from front to 
back needle bed or vice versa. Automatic changes 
from 2+2 rib to 1+1 rib or to single (Jersey) side 
fabric—from 1+1 rib or from Jersey to 2+2 rib. 


With Jacquard Attachment it turns out all multi- 
colored Jacquard patterns — cardigan, tuck and 
racked designs combined with stitch transfer. 


Here are some of its features: 


@ Five stitch settings by micrometer screws and visible 
on enlarged scales—independent setting of auxili- 
ary cams—changes on both sides of machines. 
High and low butt transfer needles and high and 
low butt jacks. 

Jacquard rollers on front and back can be moved 
forward or backwards by one or two steps. 
Racking of front needle bed over 6 needles, or any 
lesser number of needles at once. 


Single setting for repeats to save pattern chain 
card. 

Take-down presser rollers can be adjusted individ- 
ually and lifted simuitaneously. 


Automatic change-over from high to low speed at 
any selected point. 


THERE ARE MANY OTHER FEATURES CONTAINED IN 
OUR DJFU-Leaflet which is yours for the asking. 


Specifications: Weight 2870 Ibs. Length 11'6’—Height 6’6”—Depth 3'4”"—Needle beds 63” long. All units with 2-speed motor 
and variable speed pulley. Streamlined frames and finish throughout the machine—automatic stop motions against any possible 


damage from every imaginable functional interference. 


Reiner maintains a ready spare parts supply. Our service men are always available 
to advise, instruct or help when it comes to making samples. We invite your inquiries. 


ROBERT REINER, INCORPORATED — 


550-64 Gregory Avenue 
Telephone: UNion 7-0502 — From New York City call LOngacre 4-6882. 


@ 


WEEHAWKEN 


(Only 10 minutes from Times Square by direct bus) 


NEW JERSEY 


AN HONORED NAME IN TEXTILE MACHINES SINCE 1903. 
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NWDGA 
Program For 
Annual Parley 


Continued from Page 1) 
On Tuesday the exhibition hours 
will be from noon to 9 P.M. 
while on Wednesday the Exposi- 
tion booths will be open from 9 
A.M. to 6 P. M. 
The annual banquet of the 


wholesalers’ association will be 
held at 7 P.M. tonight in the 


Terrace Ballroom of the hotel. 
Senator Barry Goldwater, Ari- 
zona Republican, will be the 
guest speaker. 

The traditional manufacturer- 
wholesaler session will be held 
at 9 A.M. on Tuesday in the 
Ivy Suite. The program includes 
a talk by Henry B. Stringer, as- 
sistant chief, Division of Tex- 
tiles and Furs, Federal Trade 
Commission. Mr. Stringer will 
discuss the new Textile Fiber 
Products Identification Act. 

A panel discussion will follow 
on the subject, “If I were a 
wholesaler, how would I recruit 
and compensate, train and moti- 
vate salesmen.” Participants in 
the panel discussion will be 


Robert M. Graham, wholesaler 
sales manager, Indian Head 
Mills, Inc.; William E. Holt, di- 
rector of sales distribution, Blue 
Bell, Inc.; and Kenneth J. Os- 
good, vice president in charge 
of sales, Baby Products Divi- 
sion, Chicopee Mills, Inc. Sher- 
man P. Haight, Jr., Vice Presi- 
dent, E-Z Mills, Inc., will be 
moderator. Admission to the 
manufacturer-wholesaler session 
will be by special ticket only. 

Scheduled for 2 P.M. on 
Tuesday is a management round 
table restricted to the heads of 
wholesale member firms of the 
association. This session will be 
held in the Ivy Suite. 

The annual awards Luncheon 
will be held at 12:30 P.M. on 
Wednesday in the Terrace Ball- 
room. J. S. Friedlander, mer- 
chandising consultant, will speak 
on the subject, “Serving Three 
Masters.” At this session a Cer- 
tificate of Recognition will be 
awarded to a manufacturer and 
a Certificate of Merit to a whole- 
saler. 

The convention will conclude 
with a business breakfast at 8 
A.M. on Thursday morning at 
Shine’s Restaurant. 


Brand New Styling... 
True Competitive Values... 
MALDEN KNITTING MILLS 


MEN’S AND BOYS’ BULKIES 
Shawl Collar Coats and Pullovers, 
Worsted, Lamb’swool Blends, 
Orlons in a variety of styles. 


WESTFIELD KNITTING MILLS — 


MEN’‘S knitted and woven BULKY 
Cardigans and Popovers, Vests, 
Sweater-Shirts and Jackets. 4 


See us at the KMRA SHOW 


ROOMS 603-4 


NAT THROPE & CO. 


EMPIRE STATE BUILDING 
NEW YORK 1,N. Y. 
ROOM 4302 


YOU ARE INVITED 


TO VIEW OUR FALL LINE | 
AT OUR NEW YORK OFFICE 


6118 KINSMAN ROAD 
CLEVELAND, OHIO 


“NOW IN OUR 60th YEAR! 


| | 
) 
4 
— | 
a 
* 
4303 EMPIRE STATE BUILDING 
= 
Che Binnberger -Reinthal Co, 
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THEC-LWASHER 
IS THE INDUSTRY'S ONLY 
. _ WASHING MACHINE WITH A 


J 
; _ MODERNIZE your Knit Geods Washing, save money WITH A C-L KNIT GOODS WASHING UNIT... YOU CAN... 
get assured satisfaction! With C-L WASHER a finer, more expensive-looking product — even if 
L ae 7 Vary the length and type of washing action to suit different yarns. 
your plant you take the risk out of processing! 
4 r 4 Seve time — usually lost in having samples washed away from your plant. 
oe. 7 7 You'll know in no time at all whether your stitches have to be loosened 
i = or tightened. This way you con prevent your knitting machines from 


g idle for any length of time. 
Eliminate the bothersome chore of packing and unpacking knit goods. 


NOW 1S THE TIME TO INSTALL A CUMMINGS- 


| CHECK THESE OUTSTANDING FEATURES q 
LANDAU WASHING UNIT 


@ Size, type and construction of washing unit to fit your volume and 
requirements. 


« Washing « Extracting Tumbling & Drying 


@ Quality construction features to assure long life, maximum performance 
and lowest upkeep expense. 


T TE HNICAL DEPT @ Extremely low consumption of water, cleanser and electric power. 
CONSUL OUR ( . : @ Top grade stainless steel used in metal washers. 
@ Machines occupy small space @ No special skill needed to operate equipment. 


@ Fully guaranteed as to workmanship and parts. 


You don’t have to be a Sherlock Holmes when you 
let a Cummings-Landau expert solve your washing problems. ALSO GUARANTEED REMANUFACTURING EQUIPMENT 
Thoroughly experienced in the knit goods field, our technical 
staff can design a complete washing department for your 
plant — based on your volume, your space, your budget. — 
And . . . Cummings-Landau servicing doesn’t stop at the 


installation. Our engineers will advise you on proper — 
washing techniques, formulas, timing requirements . . . 
Such a department will not only enable you to OF 
% wash more economically . . . but it will actually step MANUFACTURING 
i i entir oduction lin 
your entire productio e ENGINEERED 
To assure efficient operation—and economical EQUIPMENT 


maintenance — why not put your washing problems in 
our hands this year? 


Obey that Urge! 
Inquire about the C-L Washing Unit 


CUMMINGS - LANDAU LAUNDRY MACHINERY CO., Inc. 


Eyck St.. Brooklyn 6, N.Y. , Phone: HYacinth 7-1616 
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sary” he added. 

“We've had a good year in 
1950 and our prediction for 
1960 can be summed up in one 
word—optimistic,” he said. 


NWDGA 


Bentley-Gray 
Featuring Knits 


(Continued from Page 7) 


The Bentley-Gray warchouse 
in Tampa reflects the impor- 
tance the firm places in easy-to- 
see and reach displays. All dis- 
play racks were modernized into 
indirectly lighted, movable dis- 
play units in 1959. Neatness in 
arrangement, grouping of styles 
and brands is stressed. 

Backing up ‘‘home base’”’ 
varehouse with adequately 
trained salesmen is another Bent- 
ley-Gray policy. Salesmen re- 
ceive intensive training in all 
departments in the firm and the 
60 year old company subscribes 
to the National Whoiesale Dry 
Goods Association training pro- 
gram. 


Knitwear Volume Up 
At Williams & Shelton 


(Continued from Page 9) 
one floor. 

The customer who used to 
spend from five to six hours in 
buying a line of merchandise 
can do it in half that time. The 
billing department is adjacent to 
the room where he does his buy- 
ing and if he wants to check 
his account, he has only to walk 
a few steps to the accounting 
department, which has a service 
window opening to the display 
department. His merchandise is 
loaded without delay. 

The same advantages we give 
customers are of benefit to us 
for we can unload merchandise 
we receive from our sources of 
supply quickly and efficiently. 

Our inventory control plan is 
not complicated but is most ef- 
ficient for our department heads 
keep check on their merchandise 
and both they and the salesmen 
know exactly what we have. 


Few Promotions 

Toney said that except for 
rare occasions the firm relies on 
organization, frequent buyer con- 
tacts and top line goods and 
offers few promotional items. 

“With a good line of mer- 
chandise in knitted goods and 
others we don’t feel it is neces- 


Planning to... 


MODERNIZE LAYOUT? 
INCREASE PRODUCTION? 


IMPROVE CONTROLS? = 


SERVING THE KNITTED OUTERWEAR INDUSTRY 


Sed A. Podbereski 


TEXTILE MANAGEMENT CONSULTANT 
KNITTING MILLS - NEEDLE TRADES 


PRODUCT & PLANT DEVELOPMENT. KINGSLEY 5-6072 
TRAINING & METHODS DEVELOPMENT. 
INCENTIVES & COST, 

LAYOUTS & MATERIALS HANDLING, 
PRODUCTION CONTROLS, 

| SYSTEMS & PROCEDURES. 


701 WESTERN SAVING FUND BLDG. 
BROAD & CHESTNUT STREETS 
PHILADELPHIA 7, PA, 


JALCOTT’S 
LOW COST 
| Non-Notification 


FACTORING 
> ELIMINATES CREDIT LOSSES 


| 
> SOLVES CASH REQUIREMENTS 
FOR MANUFACTURERS 


</cos in on your sales to 
i! retailers the quick, confiden- 


tial way. Talcott Non-Notifica- 
tion Factoring converts your . 
receivables into capital that 


works for you... and you also 

enjoy full credit protection — 

when you use this service. -~— 
Non-Notification Factoring 


does not disturb your rela- 
tionship with customers in 


any way. It’s a private ar- 


rangement between you and 
Talcott. 


James Talcott, Inc. 


FOUNDED 1854 


225 Fourth Ave., New York 3, N. Y. — ORegon 7-3000 
Other Talcott offices : Ye 


CHICAGO + DETROIT.» BOSTON « ATLANTA + LOS ANGELES 
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ae NWDGA Feature said, “and include counter signs, — 
layouts and an advertising al- 
Ma Sone lowance. It provides help and 
} mit as well as give him valuable ; 
: Knitwear Market lessons in sales technique.” steps, 
(Continued from Page 5) The firm, oriented to supply- and | 
K ailwear Ca. liability and experience.” ing the essentials in clothing for said. 
“Most of all we stress the in- stores in many Middle Tennes- salesn 
dividual salesman. In the final see county seats, is family-ori- of sp 
4132 Park Ave. analysis everything depends on ented. And basic to its effec- rived. 
New York City See in _ despite advanced selling tiveness is a sales force work- — 
echniques or mobile displays jng in close co-operation with ave 
BULKIES and elaborate selling aids,” the financing and merchandising wareh 
’ SWEATERS Reeves commented. “Integrity, branches. “Closer liaison with machi 
SHAWLS giving your customer what he the manufacturer whose product and 
. BOOTIE SETS wants, forsaking the old high- you handle is essential, and in reveal 
pressure routine, giving the cus- some cases you not only have 
m3 tomer what is best for him in to know everything about the Re 
Made of Superior a given line, are all basic to it product but demonstrate it.” The tional 
Orlon Yarns along with keeping your styles Reeves company maintains stock syster 
Infants’ through and stock current.” on a reporting basis, with weekly frequi 
Sub-Teens To step up services to the cus- refilling, and a majority of the effect 
tomer Reeves suggested two orders are centered around the oe: 
- principal methods: knitted items. of a 
Exclusive Representative: |. Faster delivery, a fleet of “Of the four types of mer- in aic 
SALES AGENTS INC trucks for larger wholesalers. ; chandise, the staples, seasonal not ¢ 
. . 2. Improved methods of ef- novelties and emergency items, such | 
128 W. 31 St., N.Y. C. ficiency in handling and invoic- our biggest by far is the seasonal increa 
ing for smaller merchants. group, including, sweaters, socks, mone 
AT THE KMRA SHOW As aids to the customer he beach accessories and swim- fering 
Suggests increased use of ad- wear.” On 
Room 636 vertising displays. In the constant turnover com- salers 
“As a rule these are supplied mon to wholesalers, Reeves house 
(Continued on Next Page) Reeve 


by the major manufacturers,” he 
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termed the giant computing 
“mechanical brains” as the ideal 
method for inventory control on 
a round the clock basis. 

“Such a machine would save 
steps, cross-filing and checking 
and man hours of work,” he 
said. By listing the cost price, 
salesman’s name (in the event 
of specialized selling) date ar- 
rived, invoice, purchaser, sales 
distribution and markup, you’d 
have all items in the store and 
warehouses represented in one 
machine. The entire inventory 
and amount of each would be 
revealed at a single glance.” 

Informal Count 


Reeves, who keeps the tradi- 
tional once or twice-a-year count 
system, finds for his size firm a 
frequent informal count most 
effective. 

“The largest single advantage 
of a machine system would be 
in aiding the buyers. It would 
not only include specifications 
such as size and color, but also 
increase efficiency and save 
money, even in the case of pil- 
fering.” 

One age-old problem of whole- 
salers, the operation of the ware- 
houses, is relatively simple for 
Reeves. His five story cut stone 


building of 37,000 square feet 
includes warehouses in the thick- 
columed basement levels, facili- 
tating solving of another prob- 
lem, that of letting stocks accu- 
mulate. But Reeves stresses me- 
chanical handling of goods for 
larger merchants. 

“Trucks and lifts dependent 
on size of the articles handled, 
and a process of running the 
articles through a bill room on 
conveyors, would be a great 
time saver. Then both un- 
opened and opened goods when 
sold (whether there be two or 
three hundreds), could be as- 
sembled, charged, packed and 
shipped. But the office-ware- 
house-sample room combination 
works best for us, in the han- 
dling and showing of many small 
items.” 

Branded lines, especially in 
sweaters and sportswear selling 
in greater volume every month, 
are still the main drawing cards, 
Reeves said. 

“The effect of massive adver- 
tising on the part of many well- 
known firms has created a trend 
toward more and more sales of 
branded lines. The ads in print, 
color, the sound and live com- 

(Continued on Next Page) 


AT ITS FINEST 


ING. 


COORDINATES, COMPRISING T-Shirts, Ja- 
maicas, and Skinny Pants THAT YOU NEED 
FOR SUCCESSFUL SALES & MERCHANDIS- 


Are You | 
“Cashing In” 
on This Label! 

| 


It’s your assurance of 
a “Quality Control” 
that results in TOP 
RE-ORDER BUSI- 
NESS. 


YOU WITH HIGH 


. WE CAN SUPPLY 
STYLE, HIGH FASHION 


| KNITWEAR 


Special Note: Don’t Fail to See our “Perma-Tee” 
Cotton Sleeveless Interlock Tops... 10 Styles... 
10 Colors... Finest Value in the $2 Retail Class. ( 


Knitters and Creators of High Style Knit Shirts, 
Sweaters and Accessories for Ladies and Children 


THE JAMES TEXTILE CORP. 


55 Broadway, New York 12, N.Y. 


W Alker 5-2760 


WHY FINE 


FIRMS 


FACTOR WITH © 


Especially under the conditions existing 
in the present money market, the knitted 
outerwear manufacturer arranging the 
financing of his highly seasonal business 
must insist on the same great produc- 
tivity from his fiscal programs that he 
looks for in his plant and equipment. 

For maximum profits in the knitted 
outerwear industry today, high-efficiency 
financing is as essential as the new multi- 
feed machines and the new yarns they 
feed on. 

Factoring with William Iselin & Co., 
Inc., brings the same high efficiency to 
your financial operations that you de- 
mand in your knitting room. 

Effective managements rely on Iselin- 
supported financial programs to gain all 
these indispensable elements of maxi- 
mum-profit operation in the knitted out- 
erwear industry: 


® Accelerated working capital turnover 
that makes your present funds suffi- 
cient to support a much larger sales 


volume, even when you offer seasonal’ 


dating. 

» Credit guarantee that lets you accept 
exposures you would find imprudent to 
carry at your own risk. 

» Cash when you need it... to buy yarn 
advantageously ... to work with design- 
ers... to make a wide sample line. .. to 
promote the numbers that hit... to 
package them attractively. 

» Special financing for machinery pur- 
chases and plant expansion. 

> Financing services based on specialists’ 
knowledge, from a house that has 
served knitted outerwear manufac- 
turers, their customers and suppliers 
since 1808. 

Knitted outerwear manufacturers use 

Iselin financial services to help them- 

selves obtain a higher net return on their 

capital than their industry averages. as 

a whole. 


Factors > Founded 1808 


387 PARK AVENUE SOUTH 
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mercials of television, have in 
turn created a situation of con- 
fidence and acceptance, that un- 
known brands lack,” he contin- 
ued. “I think the trend will con- 
tinue until there are a few bet- 
ter known brands, particularly 
in sweaters and swimwear be- 
cause of their novelty, seasonal 
appeal, design, shape and rapidly 
changing styles. The quality and 
design from a small manufac- 
turer may be equal or superior 
to the branded, but the sales will 
be less because the consumer 
has been conditioned to branded 
lines.” 

To increase sales appeal and 
volume in the sample rooms of 
wholesalers, he stresses the most 
advanced types of lighting, and 
arrangement of counters and 
sample racks. 

“Sales move faster under in- 
direct or fluorescent lighting ef- 
fects where all characteristics of 
the garment can be seen. White 
light, bright but not glaring 
shows off the piece goods in 
bright colors to best advantage, 
giving better vision and recogni- 
tion of color.” 

Reeves also stresses for low 
cost of warehouse operation, 


WHILE IN NEW YORK 


DON’T FAIL TO SEE 

OUR NEW LINE | 

FOR FALL 
Ladies’ High Quality 
Fine Gauge Interlock 
and Bulky Sweaters 


NEW YORK SHOWROOM: 
1384 Broadway, New York 18, N.Y. 
Wisconsin 7-2134-5 


B & B SWEATER MILLS, INC. 


Mill: 8 Forrest Street, Brooklyn 27, N. Y. 


strategic grouping and placing 
of small lots of each important 
product. 

“Mobile display units, signs 
and good lighting costs a frac- 
tion of a percentage more in the 
total cost of operation, but the 
results are worth it. You can 
also see everything at once sav- 
ing time for the retailer, an im- 
portant aspect when you're sell- 
ing by the roomful.” 

Reeves, optimistic over in- 
creasing sales is equally op- 
timistic over the number of de- 
partment and suburban stores 
sprouting in urban areas near 
the larger cities, feeling they are 
another infant market for the 
individual wholesaler. For ad- 
vertising improvements and sales 
promotion he suggests more, bet- 
ter designed mail folders and 
circulars, to combat and com- 
pete with the effect of expensive 
newspaper advertising on the 
part of many of the larger com- 
panies. 

“It goes back to the situation 
of confidence created by the 
mass media of advertising. There 
again, specialized selling can go 
right along with sales promo- 
tion, in two specific ways. 


Again we have had “our biggest year” in supplyimg 
«yarns to service your growing demands. 
Cc 


Ly PALMETTO WORSTED MILLS 


Laurens, South Carolina 


Represented by 


10 High St. 40 E. 34th St. 
Boston 10, Mass. New York 16, N. Y. 
HAncock 6-5202 LExington 20797 
TT#BS-971 TT#NY1-1758 


AGAIN AT PALMETTO! 


AND COMPANY 
AN 


worsted 


3701 No. Broad St. 
Philadelphia 40, Pa. 
BAldwin 5-2313 
TT#PH-462 
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Meyer Foresees 
Top Sales In ‘60 
In Men’s Market 


CINCINNATI, Ohio Rec- 
ord-breaking sales in men’s and 
boys’ knitwear are foreseen in 
the coming year by Lawrence S. 
Meyer, president of L. S. Meyer 
Company, wholesalers of sweat- 
ers. shirts, socks and underwear, 
under the Ridgewood label an 
outlet here, for Hanes brand 
merchandise. 

At the close of 1959, the 
company had established a new 
high in sales volume. The firm 
experienced exceptional, stock- 
depleting sales during the late 
summer, due in part to the un- 
usually late and long warm 
weather in the Ohio Valley. 

Shawl collared and V-neck 
sweaters are expected to be im- 
portant in 1960. During the past 
year, bulky cardigans with zip- 
per or button closures were in 
demand. Colors included, blues, 
black, brown and greens, as well 
as lighter shades. Pullovers with 
boat or roll collars were also 
top sellers in a wide range of 
colors. 


A business reply card pro- 
gram proved a successful factor 
in direct mail orders by Meyer 
during 1959. The firm encloses 
a reply card with every invoice 
or other mailing piece sent to 
customers, and 1959 records 
showed only two regular deliv- 
ery days during which no cards 
were received. Ordinarily one to 
10 come in daily. 

The postage-prepaid 
cards, measuring 342 by 5! 
inches, are ruled into blocks on 
the message side. Area is al- 
lowed by the required item, 
price and other particulars. 
Space is provided at the bottom 
for store name and address. 
Credit for card orders goes t» 
the salesman covering the ter- 
ritory. 

Meyer territory covers south- 
ern Ohio, northern Kentucky 
and all of Indiana. Three sales- 
men work out of the parent 
store in Cincinnati and two 
make their headquarters at a 
second Indianapolis store op- 
ened two years ago. The Cin- 
cinnati site, in use for the past 
12 years, occupies three floors 
with an approximate 13,000 
square feet of space. The newer 
store is a one-floor set up. 


DOUBLE CARDED 
OR COMBED 


CROSS 


... the finest cotton knitting yarn 


BLEACHED 
OR DYED 


Cross Cotton Mills Company 


MARION 


Separation Ban-Lon 


330-32 BLEEKER STREET * BROOKLYN 


NORTH CAROLINA 


Other Top Notch RELIABLE Offerings Include: 
40/3 Sewing Thread e Kismet—All Colors 
e Press Machine Supplies e Paper & Twine 
e Soft & Mercerized Knitting Cotton @ Static 


Resistant Nylon for Separating « Dacron for 


-4434-4435 


reply 


QUALITY KNITWEAR MANUFACTURER PREFER 


WHY DOES PRACTICALLY EVERY 


PERMALOID 


... their amazing 


DURABILITY 


4 assures a lifetime of complaint- 


free service...they simply can- 


not chip, crack or scratch! 


EMSIG MANUFACTURING COMPANY: « 225 West 60th St., N.Y. Plaza 7-4800 
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Swimwear 


Retail Store Promotes Swim Suits 
Among Boating Fans In Trading Area 


RICHMOND, Va.—The way 
Irving Greentree Jr. sees it, any 
clothing store that fails to pro- 
mote swimwear during the cur- 
rent boating boom is simply 
passing up business. 

Greentree’s, of which he is 
president and swimwear buyer, 
sells medium to high fashion ap- 
parel. Its customers are in the 
group most interested in boat- 
ing. “Boating means proper ap- 
parel; that includes swimwear,” 
says Greentree. 

One ingenious promotion has 
been the sending of letters that 
stress proper nautical attire to 
all boat-owners in the firm’s 
trading area. 

Swimwear makes up about 20 
percent of Greentree’s sports- 
wear (knit shirts, cut-and-sewn 
shirts, walking shorts and swim- 
wear). Several years ago the firm 
stopped handling women’s swim- 
wear, but it will re-enter the field 
this coming season. The store 
has a new manager of women’s 
sportswear, Alex Perretz, who, 


according to Greentree, knows 
the entire field. The women’s 
sportswear department opened 
in August, just too late for the 
swimwear season. 

Irving Greentree believes in 
emphasis on swimwear. (In 
1956, when his store was named 
men’s wear Brand Name Re- 
tailer of the Year, swimwear 
was part of the award winning 
display.) But he still believes 
more can be done to promote 
swim apparel. 

One method is the letter to 
boat owners. Another is a dis- 
play at Richmond’s annual 
Sportsman’s Show. Last year, 
for the first time, the store had 
a booth at the show, where 
everything from water skis to 
sunglasses was shown. 

“I think it resulted in in- 
creased volume,” he says. The 
store will display again this year. 

One of his pet peeves is the 
“fallacy of the related sale.” If 
a customer is interested in 
swimwear, Greentree figures, he 


also should be interested in 
sports shirts and walking shorts. 
If you've sold him related items, 
he’s proud of his purchases and 
you’ve chalked up additional 
sales. 

“Sales personnel,’’ says 
Greentree, “haven’t been prop- 
erly trained to sell related items.” 
He plans to see his are properly 
trained. 

The store’ sales force that 
handles swimwear is given an 
intensive session on swimwear 
alone. Instructions are given on 
correct lengths, patterns and 
fabrics, unique features of dif- 
ferent manufacturers, color 
blending and proper sizing. 

The store’s window displays 
are devoted to swimwear alone 
three or four weeks a year; for 
another three weeks, swimwear 
is part of a vacation theme in 
windows. There’s a “feel of ac- 
tual use” in the displays, he 
says, with sand, an ocean scene 
and “an idea of pleasure.” Mod- 
els clad in swimsuits don’t stand 
on a bare floor with no back- 
ground. 

July, says Greentree, is “still 
the biggest month of the year for 
vacations,” so swimwear is high- 
ly important then. The cut-off 


season for swimwear promotion 
at Greentree’s is August 10 to 
August 12. Greentree says this 
isn’t because the season is over 
—that a considerable amount js 
sold until Labor Day. Rather, he 
says, what business there is in 
swimwear after mid-August js 
“in spite of us, not because of 
us.” 

The back-to-school motif, of 
course, is the reason for the 
halt in swimwear promotion. 
Greentree says his store must 
switch to match competition and 
keep in the merchandising 
parade. 

“You can’t write with but one 
hand at a time,” he says, “and 
we can’t push but one thing ata 
time.” 

As for the anti-return pro- 
gram of the National Knitted 
Outerwear Association’s swim- 
wear division, here’s Greentree’s 
policy: 

“We take back for credit suits 
which were improperly sold or 
did not behave properly under 
average use. We make those 
garments good to customers 
whether the manufacturer backs 
us or not. We will not, however, 
put in our stock again any swim 
shorts that have been worn.” 


QUALITY 


= SPUN = YARNS 


212 Summer St., Boston 10, Mass. 
432 Park Ave. South, N.Y. 16, N.Y. 
8 Cynwyd Rd., Bata Cynwyp, Pa. 


| BONIN SPINNING CO. | 


Woonsocket, R. I. 


The Finest in Fur Blends — 
Angora, Cashmere and Rare 
Fibers — all master-crafted 
to the highest standards 
of knitted yarn spun 


on the Woolen System 


Represented by 


Established 1886 


Liberty 2-7570 
MUrray Hill 9-8496 
MOhawk 4-1950 


222 West Adams St., Cuicaco 6, Itt. 
18 Don Ave., East Provipence, R. I. 


710 W. Market St., GreeNssoro, N. C. 


CEntral 6-8985 
GEneva 4-1622 


BRoadway 5-3136 
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Infants’ 


And Children’s 


Color Stimulant To Knitwear Sales 
At Successful Pittsburgh Market 


PITTSBURGH, Pa. — Color 
played a big part in what most 
manufacturers’ representatives 
considered a successful showing 
at the Juvenile Fashions Cara- 
van, here. The show was held 
from December 27 to 31 at the 
Penn-Sheraton Hotel. 

A wide variety of knits was 
shown to buyers, with light- 
weight sweaters among the most 
sought-after items of merchan- 
dise at the show. Knit coordi- 
nates were featured in boys’ 
lines; boatneck sweaters and 
sport shirts with muscle sleeves 
made an excellent impression on 
buyers. 

Several buyers, both from 
large department stores and 
from the smaller independent 
retail outlets indicated that the 
use of bright new color combi- 
nations more than made up for 
the lack of any radical style de- 
partures since last season. The 
dominant colors in most lines 
were golds. green, clay and 
white. 

Several dealers reported that 


Now 


the few novelty or off-beat items 
they offered were received fa- 
vorably by buyers. One such 
item is an “Italian style” swim 
suit’ knitted of cotton. This 
model features alternating zig- 
zag stripes of orange, black and 
white. 

Another manufacturer showed 
a brightly colored cloth poncho 
beach robe, in sizes three to six, 
with clowns, cowboys and other 
motifs aimed at younger chil- 
dren. Also novel are boys’ swim 
trunks modeled after circa 1890 


prize-fighters’ trunks. They fea- 
iure legs about three inches 


longer than the standard boxer 
trunk and have colored pencil 
stripes running horizontally on a 
white background. 


Open Swim Trunk Bids 


PHILADELPHIA, Pa.—The 
Military clothing and Textile 
Supply Agency will open bids 
today at 2 P.M. under QM-347 
for 6,615 pairs special purpose 
swim trunks. The delivery sched- 
ule is March, 1960 


Cut Costs and 


Step-up Production with 
these EFFICIENCY 
Labor-Saving Devices 


“SWEATER PRESSING ATTACHMENT” 


Check these exclusive advantages: 
e Speeds up frame pressing 
e Eliminates handling of pressing frames 


e Can be adjusted to overcome pressure 
marks on Orlon sweaters 


e No installation required 
“PRESSING FRAMES” 


4. wes 


for better-looking and accurately sized FULL 
FASHIONED and cut-and-sewn sweaters and 
knitted skirts. 


SKYLINE STEAM SIZING ATTACHMENT* 


_ for faster production and more uni- 
form steaming of circular knit sections. 


* Patented 


Designers 
and 
Manufacturers 
of Production 
Equipment 
for the 
Knit Goods 
Industry 


. and Sateen and Nylon Steam table 
q covers and pads... 
. Steam Tables and Pressing Machines. 


EFFICIENCY DEVICES 


262 Greene Ave., Bklyn. 38, N. Y. 


OHAUS textile scales 


NEvins 8-6984 


We Ran Short 
of Money” 


“We ran short of cash twice a year, at peak season time, 
just when we needed working capital the most. The pres- 
sure was terrible. We were constantly negotiating and 
renegotiating. 


“Every Season 


“Then we learned about Commercial Factors and its Busi- 
ness Growth Plan. We investigated and found it satisfied 
our needs perfectly. We haven't had money problems 
since.” 


Cash As You Need It _ 


Pre-season, in season, post-season, you need never again 
worry about working funds. We provide those funds when 
and as you need them. That’s only one of the benefits of 
the Business Growth Plan. Why not investigate for your- 
self? 


Send For Free Plan Book 


This 1 6-page brochure describes in detail 
all the key features of the Business 
Growth Plan and offers valuable sugges- 
tions on how to expand your business and 
safeguard your profits. No cost or obliga- 


tion. Write Dept. K-00. = 
@ 


“Serving the financial needs of industry oe. 


since 1828” 


Commercial Factors 


One Park Ave.., N. Y. 16, N. Y. » MU 3-1200 
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KNITTED OUTERWEAR TIMES 


Infants’ & Children’s 


DAURAY TEXT 
‘y Woonsocket, Rhode Island 


TEXTRALIZED® NYLON 


BOSTON, Mass.— Although 
business could not be termed 
brisk and traffic was not heavy 
at the Eastern Travelers Chil- 
dren’s Wear Show for Spring, 
held at the Statler from January 
3-7, bookings were substantial 
and the knitwear representatives 
seemed to be well satisfied with 
the volume. 

T. L. Curtin, of Knitown 
Togs, said that polo-blouses in 
the $2 range were big and that 
creeper and shorts sets with 
matching cardigans were doing 
very well. Orlon was well repre- 
sented and Orlon shaggies were 
much wanted but cotton ap- 
peared to be the leading fiber. 

Green and White 

Mint and clay greens with 
white were popular combina- 
tions in infantswear, and Knit- 
own Togs featured tops that 
button up the back for the six, 
twelve and 18 month sizes. One 
such top has a Peter Pan collar 
and five buttons up the back. 


for BAN-LON® GARMENTS | 
Processed with Finest Quality Control _ 


Represented by 


The 
IRVING COHEN 
YARN CORP. 


IT COSTS LESS TO USE THE BEST 
130 Palmetto Street Brooklyn 21, N. Y. 


Despite Reduced Traffic Knitwear 
Activity At Travelers Show Was Up 


The body of the top is made 
up in a novelty stitch of white 
with a V-neck trimmed with 
mint. Toy emblems are em- 
broidered in white on one side 
of the mint shorts. 

Creeper Sets 

Knitown Togs also had cardi- 
gans to go with snap crotch 
creeper sets which are in white, 
blue or red and white combina- 
tions. The belt comes to a point 
and is trimmed with three but- 
tens. Two buttons also trimmed 
the V-neck, designed with a 
slight curve. White mesh is used 
on the five button jacket and 
there is an embroidered emblem 
on the chest. 

For sizes two to four, Knit- 
own had short, top and cardi- 
gan sets of continental green and 
white, and gray, charcoal and 
white. The top has a fashioned 
collar and three buttons down 
the front. The button band is 
edged on each side with a green 

(Continued on Next Pag 


HYacinth 1-1600 
EASTMAN CUT 


1 All Eastman knives are sharpened to a long- 2 
q w bevel, razor-keen edge that slices through @ perfectly with any synthetic, espe- 
cially bulky knits, and of course, with all 


; stretchy knitted fabrics on contact . . . no pushing, 
no distortion. natural fibers. 


Eastman motor-bear- 


4 ings are permanently 
oiled-and-sealed. Never 


need attention. 


EASTMAN Lightning 


— the powerhouse 4d 
“KNIT-GOODS SPECIAL” 


SAVES HOURS and DOLLARS 


NEW! EASTMAN 
TABLE-SLITTER 


4 


model TS 
FASTER. ore, MONEY-SAVING This most protected machine keeps yarns 
ae from being pulled in behind the knife . . . 
keeps threads ravelings, etc., from getting 
into the gears. 


There’s NO TIME LOST 
keeping this machine clean! 


The onal cutting edge cuts 
faster . . . gives greater use . . 
cuts more at a lower cost. Throat- 
plate holds cloth in place for 
easier cutting. Grease-sealed 
bearings throughout. 


Write, wire or call Cleveland 5768 


TRY ANY or ALL these machines in your plant. When? 


EASTMAN 
KNIFE SAVER® 


e Straightest sharpening 


e Saves up to 35% in 
knife-costs 


U.S. Patent 
No. 2,829,4/4 
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trim. The woven shorts are 
cuffed and the matching cardi- 
van, of brushed Orlon has five 
buttons, and about an inch and 
one-half wide horizontal stripes. 
Rick-racking decorates the but- 
ton band. 

Tote sweaters also sold well 
and the Knitown version made 
of Orlon acrylic, in white and ice 
blue, has a striped sailor collar 
and V-neck with striped insert. 

Simon Davidson, Frieman 
Knitwear, said there was good 
call for bulkies in the smaller 
sizes and that clay green was a 
particularly popular shade in 
this area. One bulky in sizes 
2 to 3X and 3 to 6 is made up 
with a rib stitch separated by a 
quarter inch of criss-cross knit- 
tng. The Peter Pan collar is 
edged with a stripe of contrast- 
ing color, and the one-inch wide 
button brand is set off from the 
body of the garment by rick- 
racking. Contrasting color also 
sets off the cuffs on the long 
sleeves and is used for two cable 
stitch panels down either side of 
the front. This garment comes in 
white with pink or red trim. 

Frieman also had a novel five- 
button cardigan of Turbo high- 
bulk Orlon with a square shoul- 
der pattern front and back made 


up of one eighth inch stripes of 
white and red or blue. Rick- 
racking was used to set off the 
waist band. 

Napped and sheared Orlon 
was used by Infanta Knitting 
Mills for cardigans in sizes 3 to 
14 offered in solid shades of 
white, pink, blue, peach and 
hunter green. These sweaters 
are trimmed with six matching 
pearl buttons down the front 


plus three set close on the waist- | 
band. These garments have long | 


uncuffed sleeves and a square 
crew neck with one-half inch 
of ribbing. 

Another Infanta style selling 
well here is a bulky Orlon 
long-sleeved cardigan with a 
shawl collar. One version of this 
had a red body and was trimmed 
with five metallic buttons. The 
button band was about two 
inches wide with three-quarter 
inches of gray striping down 
either side. There was a _ half- 
inch stripe of black with a hair- 
line of red running down the 
center of the button band. Other 
color combinations were white, 
gray and red; navy, gray and 
red and gray with red and blue. 
The color design on the button 
band was also used on the shawl 
collars. 


WE'RE ALWAYS OPEN 
TO BUY ALL YOUR | 


SWEATER WASTE 


| Every Fiber — Every Grade — No Minimum 
HIGHEST PRICES PAID 


SKLAR Textile Waste Corp. 


ULster 2-4488 


47 Rodney Street, Brooklyn 11, N. Y. 


24 Hour Service Within 100 Miles of N.Y.C. 
We Do Business Throughout the World 


yarn mills, inc. 

5725 HUDSON BOULEVARD 
NORTH BERGEN, N. J. 

N. Y. Phone: LO 4-3707 

N. J. Phone: UN 5-3116 | 


—-about 


NOW Phoenix has developed an exclusive process for 
PACKAGE DYEING of fur blends, lamb’s wool, cash- 
mere, and zephyr yarns! Sweater manufacturers are 
~ no longer faced with costly winding charges and waste 
—yarn is delivered on cones. At Phoenix, there is no 
color worry—as compared with skein dyed yarn, you get 
greater evenness and comparable hand. Greater mobil- 
ity of manufacture—lot sizes run up to 1,000 lb. kettles. 


Phoenix’s central locations— Chicago and Cleveland 
_ —mean quick delivery to the East, Mid West and West 
Coast. The very latest mechanical and laboratory facil- 
_ ities, coupled with high volume capacity, bring you the 
best dyeing service possible. The 63-year Phoenix repu- 
tation for quality, service and technical achievement 
speaks for itself! For PACKAGE DYEING of fur blends 
at its best—CALL US TODAY! We are at your service 
in New York at BEekman 3-4432. 


4755 West 150 St., Cleveland 35, Ohio 


New Cleveland Ohio 
Telephone: ORchard 1-0880 


plant located at: 


he 


hoenix Dye Works 


DYERS AND BLEACHERS 
Serving the Knitted Outerwear Industry - 
1969 Southport Avenue, Chicego, Illinois, Lincoln 9-1166-1170 


FUR BLENDS 
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KNITTED OUTERWEAR TIMES 


Ladies’ and Misses 


Optimism Marks 
Buffalo Show 


BUFFALO, N.Y.—Cheered 
by word of the steel strike set- 
tlement, retailers placed sub- 
stantial orders for knitted outer- 
wear at the spring market of the 
Women’s Apparel Club of New 
York State, in Hotel Statler, 
Jan. 3 and 4. Most salesmen 
said they were highly pleased 
with results. 

Wintry weather caused rather 
poor driving conditions in the 
Western New York district and 
this was believed to have cut 
into show attendance to some 
extent. But those retailers who 
attended bought freely and gen- 
erally in larger quantities than 


WANT TO SEE A SAMPLE CARD? 


KNIT GOODS BRUSHING Retailers reasons 
Wire & FINISHING (O., INC. spring sea- 


1. Settlement of the steel 
strike removed a big obstacle in 
the path of good spring trade, 
especially in the Buffalo area 
where 25.000 workers are di- 
rectly dependent on steel, as 
well as thousands more in other 


67 4 St, B’klyn 31, N.Y. TR 5-6665 
MILPAC DYEING CO., INC. 


For Dyeing of 
Synthetics 


industries. 

2. Buffalo area stores en- 
joyed good holiday season busi- 
ness. Their stocks are low and 
they need replenishing. Retail- 
ers feel this same strong con- 
sumer buying urge will carry 
over into spring. 

3. The later Easter this year 
gives Western New York stores 
a better chance to sell spring 
merchandise before Easter. 

4. Consumer spending power 
should be very strong in the first 
half of 1960 as a result of high 
employment and take home pay. 

Knit dresses were important 
in popular price dress lines at 
the show and enjoyed a good 
play. 

With sportswear separates 
very important in the spring 
selling outlook, retailers bought 
sweaters readily. Other knitted 
outerwear items also had a good 
play from merchants. 

Knitwear manufacturers gen- 
erally were promising fairly 
good delivery. There appears to 
be a good inventory of merchan- 
dise at the manufacturing level 
and stores which place their 
spring needs early should have 
no fear of tardy shipments. 


New items... new materials . . . changes 
in design often make Merrow Overedging advis- 
able. Other manufacturers have found that ‘‘Mer- 
rowing” produces the “finished” appearance .. . 
provides the quality touch . . . that makes a garment 


< 
| 


Write or call today requesting a visit by the 
He’s a _ skilled, 
experienced overedging expert whose time and 
talents are available to add sales appeal to 


eT.) 


TRACE MARK REC 


Merrow Man in your area. 


your samples. 
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Knitwear Abroad 


Wool Knit Shirts 
Highlighted For 
Men In Scotland 


GLASGOW, Scotland (Scot- 
tish Amalgamated Trade News 
Agency) — Continuing demand 
for knitted wool shirts has been 
a feature of the Scottish men’s 
trade this past year and already 
this trade is building up to a 
major peak for 1960. Done with 
short or long sleeves and with 
collar attached, shirts in black 
and blue jersey have had an ex- 
cellent run over the past year. 
Two-toned effects have done well 
but essential demand has been 
for the self-colored shirts. 

Reasons for this success are 
that the shirts are warm, com- 
fortable and suitable for an im- 
mense range of casual purposes. 
At the same time they are smart 
enough — when given a sound 
collar — for wear with normal 
lounge suits. 

Importance of the collar has 
been stressed and in this new 


season’s offerings collars are 
civen immensely more impor- 
tanc 


are being sponsored with con- 
trasting collar colors, in stripes 
or other effects. Difficulty here 
has been to harmonize the knit- 
ted collar with the basic jersey 
fabric of the shirt; unless the 
dyer works closely with the mer- 
chant to provide a close match, 
the collar can ruin the shirt and 
in many of the examples seen 
this situation has arisen. 

The shape of the collar has 
also been given increased im- 
portance. In one particular case, 
where an immense trade has 
been in jersey shirts for men, as 
many as 30 different collar 
shapes are being produced. In 
effect the specialist sellers de- 
mand as many variations in col- 
lar shaping on their jersey fabric 
shirts as they offer of poplin and 
of sea island cotton. 

This is naturally a difficult 
proposition for the knitter, 
especially when it also involves 
the use of a second color and 
close matching of the striped ad- 
ditions to the main fabric. Only 
by the closest cooperation is suc- 
cess possible; but when this is 
achieved, it means that the sup- 
plier can offer a range of wool 
knitted shirts with a very wide 
selection of collar stylings and 


WANT TO SEE A SAMPLE CARD? 


Call 
Write 
Wire 


Dyeing of 
All Synthetics 


8 3 St 


KNIT GOODS BRUSHING 
& FINISHING CO., INC. 


67 4 St, B’klyn 31, N. Y. 
MILPAC DYEING CO., Inc. 


TR 5-6665 
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B’klyn, N. Y 


OUR NATURAL 
NYLON RIBBONS 


are excellent 


TYC( ORA* 


BAN- LON" 
SWEATERS 


in #3, #4 and #5 widths © 


CALL 


APEX First 


FOR ALL YOUR 
RIBBON 
REQUIREMENTS 


We carry the largest 
stock of ribbons 
for Knitwear 
.. your assurance 
of service 


when you 
NYLON need iit. 
NYLON SATIN. 

ORLON 
BELTING 
GROSGRAIN 
RIBBONS 
PRE-SHRUNK 588 
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KNITTED OUTERWEAR TIMES 


Synthetic Fibers 


QUALITY 
NOVELTY 
YARNS. 


Of course, we think so, 


Successful development of a 
process to solution-dye its Ac- 
rilan acrylic fiber was an- 
nounced by the Chemstrand 
Corporation. 

The solution-dyed Acrilan 
yarns will be initially introduced 
in the hosiery industry in a com- 
plete line of popular hosiery 
colors by J. P. Stevens & Com- 
pany which assisted in spun 
yarn evaluation and develop- 
ment. Chemstrand noted that 
this marks the first time that 
any acrylic fiber has been solu- 
tion-dyed in a full line of colors. 

The color in the solution- 
dyed fiber is an integral part of 
its chemical structure, insuring 
complete color fastness, clarity 
and versatility. This differs from 
methods used with most other 
fibers which are usually stock, 
yarn or piece dyed. 

Chemstrand stated that it ex- 
pects the solution-dyed Acrilan 
yarns to open new horizons and 
to make possible economical in- 
ventories for the trade due to the 


But more important, 

Our customers tell us . . . 
That MERCURY is the 
House o* Quality 

Novelty Yarns of all fibers. 


Ask for samples 


KAM 


For the packaging of 


OUTERWEAR * UNDERWEAR 
SLEEPWEAR 


Cotton Wool Synthetics 


WIDE SELECTION 


PRECISION - ENGINEERED 


use on all fabrics. 

EXPERIENCE 
Clips Is our business and has been for 
years. We recommend the right sizes and 


PERFEX”¢: 


Nickel Plated Bross 


NO HOLES - NO STAINS - NO DAMAGE 


CIALIZED BUSINESS 


A SPE 


of METAL and PLASTIC clips in ali sizes. ae 


for good holding power, fast application and safe 


your garments and demonstrate their proper use. 


Jexpak..: 
381 FOURTH AVE. + NEW YORK 16,N.v. 


WITH SPECIAL SERVICE 


Solution-Dyed Acrilan Introduced; 
First Yarns For Hosiery Knitters 


potential cross-dyeing effects 
that can be achieved with these 


yarns. Price of solution-dyed 
fiber: $1.48. 
Initial sale of the solution- 


dyed Acrilan yarns to the ho- 
siery trade will be made through 
J. P. Stevens’ yarn sales depart- 
ment. 

The Chemstrand Corporation 
has announced the institution of 
a licensing program for the com- 
pany’s A - Acrilan registered 
trademark. The trademark will 
now also assume the status of 
an “ingredient mark” under the 
terms of the trademark licensing 
program. Formerly it served as 
an identifying signature of the 
company’s acrylic fiber. 

The new program will permit 
use of the A only on fabrica- 
tions and products made there- 
from which contain virgin Acri- 
lan in percentages established or 
approved by Chemstrand and 
determined to provide makxi- 

(Continued on Next Page) 
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mum utility, quality fashion and 
consumer value. Specific con- 
trols have been set up for the 
program. 

Chemstrand will launch an 
extensive advertising, promotion 
and publicity program in trade 
publications to explain the func- 
tion, purpose and role of its A- 
Acrilan registered trademark li- 
censing agreement as a sales and 
merchandising aid to manufac- 
turers and retailers. 

[The new program in no way 
affects the physical character- 
istics of the trademark. 


Yarn Suppliers 


Boger & Crawford Joins 
Durene Association 

Boger & Crawford, Philadel- 
phia, has joined the Durene As- 
sociation of America. The group 
is composed of the leading man- 
ufacturers of mercerized cotton 
yarns. 

The firm becomes the tenth 
member of the Association. 
Others include Aberfoyle Manu- 


facturing Company, American 
& Efird Mills, Inc., American 
Thread Company, and Dixie 


> 


Ls. 


The Family of the Late 
HARRY and CELIA KELLER 
gratefully acknowledges the many expressions 


_ of sympathy by those who held them 


in such high regard. 7 
THE HARRY KELLER COMPANY a 


will continue its operations 


in the tradition of its founder. 


Mercerizing Company. 

Also, Clarence L. Meyers & 
Company, Sellers Manufacturing 
Company, Inc., Southern Mer- 
cerizing Company, Spinners 
Processing Company, and Stan- 
dard-Coosa-Thatcher Company. 


Woonsocket Appoints 
Textile Yarn Company 


Textile Yarn Company of 
Chicago, Illinois, headed by 
Milton Glassenberg, has been 
appointed yarn sales representa- 
tive for the mid-west by Amicale 
Yarns, Inc., and Woonsocket 
Spinning Company. Woonsocket 
spins cashmere, angora, fur 
blends, mohair and lamb’s wool 
on the woolen system. 


Droney Appointed Head 
Of Lurex Yarn Unit 


WILLIAMSBURGH, Va. — 
Robert E. Droney has been 
appointed product manager for 
Lurex metallie- yarn in Dow 
Chemical Company’s | textile 
fibers department. He succeeds 
Hober E. Allen who is retiring 
after 30 years with Dow and 


the Dobeckmun Company which | 


merged with Dow 
ago 


Orion — Wool —- Ban-Lon — Fur Blen 


IDNEY ISRAEL, 


106 Calyer St., 


Brooklyn 22, N. 


For Best Prices — Fast — Cali 


We Do Business Everywhere 


CALIFORNIA BRANCH — BUDDY FLAXER 
445 South LaBrea Ave., Los Angeles, Calif. WEbster 3-5754 


three years | 


MODELS “SFS” 
AND “SFS-1” 


For production of two and three color noveity 
patterned and vertically striped borders and 
trim. 


High and low butt needles and push jacks control patterns 
giving complete control of each wale for faultless repro- 
duction the pattern without need to leave out needles 
between colors or tiresome adjustments of yarn feeders. 


1. Model “SFS” has two double system knitting heads and two 10 inch 
neecle bed sections. 

Model “SFS-1” has one triple system knitting head operating over a 
20 inch needle bed section. 

Available in 6 to 14 cut inclusive. 

Full anti-friction roller bearing support of knitting heads. 
Exceptionally high production rates. 

Automatic racking. 

. Electrical Stop Motion. 

‘Power-saver’’ motor drive. 

Stainless steel, ball bearing take down pressure roller. — 
Variable speed “V” belt drive. _ 


Your Inquiries Are Invited 


We offer the most complete line of flat bed 
knitting equipment available anywhere. 


QUEENS MACHINE CORP. — 


280 STARR STREET, BROOKLYN 37, N. Y. 
EVERGREEN 6-0020 


x 


| > 
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NOW! 


complete service 
from French Worsted 


The French Worsted Company and its newly 
merged Dauray Textiles Division now offer com- 
plete service to the entire yarn buying market. 


Look to this one source for all your yarn needs. 


@ French and American-spun worsteds and 
merinos 


® Turbo-processed synthetics in natural, 
colors, and heathers 


Textralized yarn for Ban-Lon® fabrics 


a. ® Novelties and specialties 


® Blends of all fibers 


_ The French Worsted Company 
and Dauray Textiles Division _ 
W oonsocket, Rhode Island 


Retailing 
Early Promotion Staged 
On Cotton Knit Dresses 

SYRACUSE, N. Y.—*We're 
starting to promote our cotton 
knit dresses a little earlier than 
usual this year,” Mrs. Effa 
Stockslager, buyer of sportswear 
for The Addis Company, re 
ported. 

She explained that the store ts 
getting the early promotion of 
the knits underway “because we 
really expect a terrific business 
in them. More manufacturers 
are putting this type of knit dress 
on the market and their crisp, 
smart slim lines are bound to 
meet with the approval of our 
customers.” 

Addis Company included il- 
lustrations of two cotton knit 
dresses by Harry Wagner in one 
of its regular newspaper ads 
during the first week in January. 
At the same time, several num- 
bers were prominently displayed 
in the second floor sportswear 
department downtown and in 
the company’s two suburban 
branches, Fairmont Fair and 
Shoppingtown. 

The two styles featured in the 
ad were a checked model in 
black or brown with white and 


MODEL F8 
ALEMANNIA—SEYFERT & DONNER WEST 


—4 
a plaid in beige with black or temsivi 


rust with beige, available in sizes andisu 
10 to 16 at $14.95. Copy des- pom 


cribed the cotton knit dresses as summ 
‘fashionable dressing for col- will be 
lege and career girls ‘and young used 1 
homemakers.” tions 


Imports Euro 
British Mill Promotes | To / 
Lines To U. S. Stores Eur 

Cox Moore & Company, primec 
of Long Eaton, England, pro- the en 
ducer of men’s sweaters and this m 


socks, has named Palmer, Co- overall 
della & Associates, Inc., New can ha 
York and Detroit marketing ting th 


agency, to initiate an expanded | for An 
advertising and promotion pro- cordin 


gram in the United States in | véteral 
1960. manag 
Only in recent years has Cox preside 
Moore, whose products have ciates, 
been sold in the United States I 
since 1926, engaged in any po- The 
motional activities in this coun- ite “s 
try. These have been limited to one 
modest advertising programs in pall 
the New Yorker and a small wd ses 
amount of direct mail. Gucers 
facturi 


The 1960 program calls for | yr ¢. 


expansion of ad schedules to in- | of efx 


clude Gentlemen’s Quarterly rope.” 
and the New Yorker and an in- 
(Continued on Next Page) 


SERVICE AND PARTS 


FOR NEW MODELS 
AND ALL MACHINES 4 


PREVIOUSLY DELIVERED BY US 


The only single lock flat power machine with 
| 71’ NEEDLE BEDS 
Needle Beds also available ¥ 
Additional needle space for more economical 
production of trimmings and garments. 
Built in 3-14 cut. 
MODERN — VERSATILE — EASY TO HANDL 
Ask for demonstration. 


Sole distributors for U.S.A. and Canada = : 


7504 Empire State Bldg., York 1, N. 
Wisconsin 7-7466-7 


Showroom and Workshop: 303 Stockholm Street 
Brooklyn 37, N. Y. Glenmore 6-0205 


= 
First among “‘Orlon’’* tow-dyed spinners 
afi 
9 
= 
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tensive effort in in-store merch- 


andising though three major 
promotions timed for spring, 
summer and fall. Direct mail 


will be stepped up and publicity 
used in support of these promo- 
tions. 


European Goods Threat 
To American Exports 

Europe’s clothing industry is 
primed for the busiest year since 
the end of World War IL. While 
this may be beneficial from the 
overall world trade outlook, it 
can have the effect of undercut- 
ting the European export market 
for American manufacturers, ac- 
cording to Stanley J. Capelin, 
veteran industrial engineer, 
management consultant and 
president of S. J. Capelin Asso- 
ciates, Inc., New York. 

Low Wage Structure 


The threat to American in- 
dustry is reflected not only by a 
lower wage structure but also by 
the readiness of European pro- 
ducers to accept modern manu- 
facturing concepts and methods, 
Mr. Capelin noted. “The curve 
of efficiency and output in Eu- 
rope.” he pointed out, “con- 


PREMIER FRENCH ZEPHYR 


1/20’s to 2/60’s 


ZEPHYR HEATHERS 
FRENCH SPUN 11%’s 
TEXTRALIZED® NYLON 
For High Quality BAN-LON® Products 


TOW-HUE TURBO ORLON® 
Colors and heathers 


SUPERIOR 7 STOCK 


MOHAIR BLENDS 


The 


tinues to rise at a more rapid 


rate than the wage structure.” | 


The management expert empha- 
sized that “working 
United States production is the 
generally 


wages continues to rise.” The 
high cost of labor is the 
ting” factor that keeps some 
American industries in a 


added. 
Opening Plants 
“The market for 
shaken by the ability 
ropean manufacturers to 


costs.” 

To counteract this, 
American firms are opening 
plants in Europe from where 


they ship the merchandise back | 


to the United States markets. 


American | 
goods in Europe definitely is | 
of Eu- | 
in- | 
crease output while decreasing | 


many | 


against 

acknowledged condi- | 
tion of productivity which has | 
levelled off while the curve of |— 


“inhibi- | 
“de- 


pressed state of efficiency,” he | 


Others contract their manufac- | 


turing to plants in low labor cost 
areas, and some U. S. firms have 
stopped manufacturing entirely 
and have formed partnerships 
with European producers for 
whom they sell and distribute 
finished goods here. 


DACRON® 


IRVING COHEN 
YARN CORP. 


French, Bradford and American Spun Yarns 
IT COSTS LESS TO USE THE BEST 


130 Palmetto Street 


Brooklyn 21, N. Y. 


i 


HYacinth 1-1600 


BEAUNITISIN 


MIAMI BEACH 


servicing all of Florida. 
HARRY HABER 
55 RUE NOTRE DAME 
NION 6-9648 


CARLTON YARN MILLS, INC. 


Cherryville No. Car. 


CARLON DIV. GARTEX MILLS DIV. 


Kings Mt., No. Car. | Salisbury, No. Car. 


GEARED FOR DELIVERY 


“Carlspun” 100% Acrylan Orlon 


FOR 


Bulkies AND Plush Knit 


SOLE SELLING AGENT 


WATERMAN, MERRILL, LARGEN 


& Co., Ine. 
NEW YORK GREENSBORO PROVIDENCE CHARLOTTE 
425 Chrysler Bldg. Box 9085 Plaza Hospital Trust Bldg. Carmel Park 
YU 6-7144 JA %-0800 EM 6-2422 


BR 4-9048 
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for ALL knitted garments 
e fells armholes 
e hems bottoms 


e fells necks 


— the finest built . . . finest operating ; 7 
BLINDSTITCH-------: 
MACHI N E | Style 150-1 


LEWI 


The PROVEN 


machine for knitwear 


TRY the Lewis in your plant 
SEE YOUR REGULAR LEWIS AGENT 


— a product of — 


SYNTHETICS 


MACHINE COMPANY 


315 West 35th Street « New York 1 « CHickering 4-8800 | 


Mill News 


Zions Securities 


Acquires Knit Mill 
SALT LAKE CITY, Utah— 
Most of the stock of Salt Lake 
Knitting Works, one of the city’s 
pioneer business institutions, has 
been purchased from the Wil- 
lard R. Smith family by Zions 
Securities Corp., the investment 
arm of the Church of Jesus 
Christ of Latter-day Saints. 

Financial details of the trans- 
action were not disclosed. 

Zions Securities also has 
leased Salt Lake Knit, women’s 
specialty shop at 54 S. Main, 
to Miller, Inc., a family corpo- 
ration. The specialty shop was 
the retail outlet of Salt Lake 
Knitting Works. 

Willard R. Smith has been re- 
tained as president of the knit- 
ting mills, according to Henry 
D. Moyle, second counselor in 
the First Presidency of the LDS 
Church. 

He said there would be no 
change in operation or person- 
nel at the plant. 

Burton S. Miller has assumed 


the presidency of Salt Lake Knit. 
Mrs. Eve T. Fullmer has been 


named manager of the specialty 
shop. She has been employed at 
the store for ten years and was 
cashier prior to her promotion, 
She succeeds Franklin R. Smith, 
who has retired. 

The change in management 
also involved appointment of 
Miss Veda Barry as merchandis- 
ing manager. 

The retail outlet observed its 
50th anniversary in 1952 and is 
one of the oldest, continuous 
merchandising operations in 
downtown Salt Lake City. 

The store’s inventory is not 
confined to knit goods but is a 
women’s specialty shop han- 
dling many national lines. 

Mr. Miller said the shop 
would continue to handle the 
Lanz lines as well as imported 
knit goods and sweaters. 


Pacht Names J. Guiyer 
KnitwearProductionHead 

John Guiyer is now in charge 
of knitwear production at Pacht 
Manufacturing Corporation, 
Inc., it was announced by Sol 
Pacht, president. Mr. Guiyer will 
be working at the firm’s factory 
at 56 Bogart Street, Brooklyn. 

Pacht manufactures ladies’ 
sweaters. 
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ILADELPHIA DYE WORKS | 
: WALTER E. KNIPE & SONS, INC. 


Wyoming Ave. & “G” Street 
Philadelphia 20, Pa. 
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Ray Reed In New Post 


At Southern Knitwear 
CHARLOTTE, N.C.—Ray- 
mond W. Reed has been named 
executive vice president and 
seneral manager of Southern 
Knitwear Mills, Inc. and its sub- 
sidiary, Cotton Knit, and Sweat- 
er and Rite Smart woven cotton 
and coordinates divisions. Pro 
ducts of both the Sweater an 
Cotton Knit Divisions are ma 
keted under the Sterntex label. 

The appointment was an- 
nounced by Fred Stern, presi- 
dent at the company’s annu: 
holiday party. 

Mr. Reed was formerly with 
Rice-Stix, Inc., St. Louis, manu- 
facturers and distributors for 27 
years as merchandise man and 
products sales manager. He 
joined Southern in 1957 as vice 
president in charge of sales. 


Plotnick Resigns Position 
With Jubilee Knitwear 


Abe Plotnick, sales man- 
ager for Jubilee Knitwear for the 
past fifteen years, will sever his 
connections with the Brooklyn 
ladies’ sweater firm by January 
25, he disclosed last week. 

Mr. Plotnick is well known 
among the chains, department 
stores and resident offices. His 
future plans are indefinite. 


Max M. Falk Retires As 


Falk & Caron Partner 

Max M .Falk has retired from 
Falk & Caron, knitwear mill 
representatives, for reasons of 
health. He had been a partner 
in the firm since its inception in 
1923 and was connected with 
the knitwear trade for over 40 
years. 

The firm retains its name and 
will be run under the direction 
of Sidney Caron and his son, 
Bernard, who has been a partner 
since early 1959. 


Albert Molnar Retires 


From Wildman Jacquard 
NORRISTOWN, Pa. - 
Albert Molnar has retired as 
production superintendent at the 
Wildman Jacquard Co. Mr. Mol- 
nar joined the Jacquard Knitting 
Machine Co. in 1922. In 1938 
he was made production super- 

intendent, at this company. 

Mr. Molnar was appointed 
proc uction superintendent of the 
Wildman Jacquard Co. when the 


RAYMOND REED 


Wildman Machine Co. and the 
Jacquard Knitting Machine Co. 
were merged in 1956. 

Mr. Molnar is succeeded by 
Earl Harlow who has been act- 
ing assistant plant superintend- 
ent. 


Sterling Dyeing Installs 
New Washing Equipment 


PHILADELPHIA, Pa. — 
Sterling Dyeing and Finishing 
Company, Inc., 3330 N. 3rd St., 
here, has added new Cummings- 
Landau washing equipment for 
handling wool and woolen spun 
yarns. 

Sterling is now equipped to 
handle this type of knit goods on 
a full production basis. Irving 
Kauffman, member of the firm, 
said. The new facilities were in- 
stalled because of the current 
trend to knit goods made of 
wool and woolen spun yarns, 
he noted. 


Baum To Visit Europe 
Jules G. Baum of Willow- 
knit, Inc., New York City, is 
leaving on a buying trip to Eu- 
rope at the end of January. He 
plans to visit the leading fashion 
authorities in France and Italy, 
where he will meet with knitters. 


Obituaries 


Esther Fishman, Novelty 
PHILADELPHIA, Pa.— 


Miss Esther Fishman, an em- | 
ployee of Novelty Knitting Milis 


for many years, died on January 
11th at her home in South 


Philadelphia. Services were held | 


on Wednesday. 


DYED* — BULKED — FINISHED 


On Cones Ready to Knit in Both Regular and Heavy Deniers 


TURBO ORLON .... To your martcn: 
SSOCIATED 


110 W. 34th St., New York 1, N. Y. 
LOngacre 4-0460 
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| Find out how VISUAL BAG can make I 

y your good products look better and sell ‘ 

faster! Call or write for the Visual 

Man — WEllington 3-5200! 


VISUAL BAG Inc., 10 Van Cortlandt 


ORLON + WORSTED 
NYLON + MOHAIR 
DYNEL ALPACA 
RAYON BLENDS 

for WEAVING 
UPHOLSTERY KNITTING 


TUFTING + INDUSTRIAL 


YARN DIVISION 


COLLINS AIRMAN 


210 Madison Ave., N.Y. 16, N.Y. 
Murray Hill 9-3900 
Lowell, Mass. Glenview 3-8161 
hiladelphia, Pa. 
Thomas A. Molyneux Inc. 
Garfield 6-1698 


Chicago, Ill. 
David F. Swain & ¢ 
Franklin 2-624 
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Mill Modernization 


Southern Knitwear Expands Sweater, Cotton Knit Units 


CHARLOTTE, N. S 


K I it 


on both sides of its modern building at t 622 E: 28 Street, here. 
When the expansion is completed late next month, the mill will 
have a total of 26,000 square feet of additional floor space for its 
two major manufacturing units—the Sweater Division which occu- 


pies one wing of the modernistic, 
single-level brick building and 
the Cotton Knit Division which 
occupies the other. 

The company, which produces 
boys’ and girls’ sweaters and cot- 
ton knit shirts and infants’ cot- 
ton knit creepers and cardigans, 
markets its line exclusively to 
the wholesale trade under the 
Sterntex label. 

The expansion of the plant 
facilities in this city culminates 
a series of other expansion 
moves affecting the company’s 
Cotton Knit Division. In the past 
few months, this manufacturing 
arm of the company has been 
broadened to include an addi- 


tional plant in Galax, Va. and 
another floor to its fabricating 
plant in a downtown Charlotte 
loft building. The company now 
has two cotton knit facilities in 
Galax—the 10,000 sq. foot New 
River plant and the 28,000 sq. 
foot Penry unit. 
Flow Rearranged 

The additional plant space be- 
ing assigned to the company’s 
Sweater Division at the com- 
pany’s headquarters building will 
provide larger areas for yarn 
storage and more room for the 
knitting department and the cut- 
ting and sewing sections. T. A. 
Podbereski, prominent knitting 


mill nsultant, has re the 
company’s production program- 
ming and re-arranged the work 
flow to assure speedier output of 
sweaters from the receipt of the 
original order to its shipment to 
the customer. Details of the new 
work flow are shown in the plant 
layout diagram elsewhere on this 
page. 

The yarn storage area has 
a storage capacity of 20,000 
pounds of yarn at a time. Yarn 
cases will be stacked flat four 
feet high. Movement of yarn 
cartons wll be facilitated by the 
installation of electric fork-lift 
trucks. Housed in the yarn stor- 
age area will be a Schweiter 
skein winder and a Leesona Ro- 
toconer for backwinding of all 
yarns. 

Yarns used by the sweater de- 
partment include Turbo-proc 


sed high-bulk Orlon; garnetted 
Orlon spun on the woolen sys- 
tem and stocked in colors and 
marl effects; woolen system 
yarns consisting of 75 percent 
lamb’s wool and 25 percent Or- 
lon in solid and marl shades; 
and carded and combed cotton 
knitting yarns for the manufac- 
ture of plain and fancy collars 
for the cotton knit garments. 

Although Southern Knitwear 
Mills produces its cotton knit 
items solely from purchased 
knitted fabrics, collars for these 
garments are knitted at the 
sweater plant according to the 
Cotton Knit Division’s specifica- 
tions. 

The knitting department is 
divided into two sections, one 
consisting of circular machines 
and the other of flat-bed equip- 

(Continued on Next Page) 
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nent. The circular units are 
grouped together in one large 
room in rectangular arrangement 
with six feet provided between 
each machine for aisle space and 
to facilitate cleaning, mainte- 
nance and repair of equip- 
ment. Cloth is drawn off these 
machines onto caster-equipped 
trucks for preliminary examina- 
ton of fabric and transfer to the 
next department in the produc- 
tion line. The circular knitting 
machinery consists wholly of 
sweater-strip units and includes 
Wildman-Jacquard six- and nine- 
cut Model LH machines, Ord- 
nance Gauge | 31/2-cut interlocks, 
a 14-cut Philip multi-feed inter- 
lock machine and Wildman-Jac- 
quard 13'%2-cut Model TAI 
units. 
V-Bed Flat Machines 


he flat knitting machines are 
arranged adjacent to the circu- 
lar knitting room along the 
outer wall of the plant. These 
machines consist of Stoll, Du- 
bied, Queens and Grosser knit- 
ters ranging from six-to 12-cut. 
Flanking the flat-bed units are 
tables and storage bins for sep- 
arating and stocking the sepa- 
rated trims and collars until 
needed. Individual storage bins 
are provided for collars destined 
for use by the Cotton Knit Di- 
vision and by the Sweater Di- 
vision. From both the circular 
and flat knitting departments, 
the goods then travel to a cen- 
tral knitgoods storage area from 
which they are distributed to 
the various fabricating depart- 
ments. 

From the central storage unit, 
the semi-processed knitted ma- 
terial may go either to the 
separating department in prepa- 
ration for steaming or directly 
to the washing department.lf 
the flow is first to the latter, the 
goods then travels back to the 
separating department prior to 
going to the steaming section. 
Steaming is done on open steam 
tables and upon completion of 
this operation, the steamed 
goods are stored on shelf racks 
until required by the cutting 
room, the next department in 
line of production. In the cut- 
ting department, the sweater 
strips are separated. The mill 
favors the Scissormatic, an elec- 
trical scissor, instead of the 
Various semi-mechanical cloth 


separating devices. The sepa- 
sweater-tubes are cut to 


rateu 


specification on large cutting 
tables arranged in tandem with 
a bundling table. Special cut- 
goods storage bins are located 
adjacent to the latter for feed- 
ing bundles to the sewing de- 
partment. 

Flow from the cutting tables 
into the sewing room is lateral. 
The various sewing stations are 
set up individually. In addition 
to the machine, each station is 
provided with a finished goods 
trough, a new work platform 
and an over-flow storage bin, 
the latter to prevent work back- 
logs from clogging up the aisles 
and floors. The sewing sequence 
for sweaters is as follows: 

|. Overedge seaming of shoul- 
ders and setting V in V-neck 
pullover. 

2. Overedging—set bor- 


ders, collars and other more 
complicated secondary opera- 
tions. 


3. Single needle sewing, sew- 
ing ribbons, plackets on shirts, 
pockets and bar tacking. 

4. Making buttonholes and 
button sewing. 

5. Cover seaming. 

6. Stitching label. 

Sleeves are seamed and set 
in a separate unit as shown on 
the layout chart. This unit oper- 
ates in synchrony with the other 
sewing assembly units. 

Progressive Bundle 

The bundle system is used 
for the movement of goods from 
one operation to the next in the 
sewing room. Sizes of work 
bundles vary, depending upon 
the weight and size of the gar- 
ments being fabricated. A bun- 
dle of children’s sweaters, for 
example, usually consists of 
parts for four dozen garments. 
For bulkier knit or larger size 
garments, the size of the bundle 
is correspondingly lower. 

Movement of bundles from 
station to station is done by 
floor girls, and every effort is 
made to assure that each opera- 
tor at a sewing station has on 
her table only the bundle she is 
working on. If a bundle cannot 
bypass an operation and go to 
the next one, it is held in the 
temporary work-in-process stor- 
age bin. 

Extensive use is made in the 
plant of Dexion bins and plat- 
forms for storing goods-in- 
process. The troughs at the 
sewing stations consists of fiber- 
board sides resting on steel legs. 


The platforms are actually fiber- 
board shells positioned on steel 
legs. These can be altered in 
size to fit needs as they arise. 
Centralized Cutting 

What the expansion of facili- 
ties means for the Cotton Knit 
division is that it will have much 
more space for cutting as well 
as a mammoth storage area for 
yardgoods and finished products. 
Cutting for the company’s three 
separate cotton knit plants will 
be centralized in the expanded 
headquarters wing. 

Knitted yardgoods will be de- 
livered directly to the plant, cut 
in accordance with orders and 
specifications and the cut parts 
shipped to the various plants 
for assembly. Under this new 
arrangement, it is felt that the 
division will be able to accom- 
plish these three-fold objectives: 

1. Obtain better control over 
the quality of yardgoods. In the 
past cloth went directly to each 
plant in the Cotton Knit Divi- 
sion. There was thus no uni- 
form standard of judging cloth 
quality. 

2. Assure closer supervision 
of the cutting operation, thereby 


. 
establishing a uniform cloth cut- 
ting program. 

3. Gain at least a third more 
space in each of the cotton knit 
fabricating plants. This will 
mean that departments now 
operating in cramped quarters 
will be able to stretch out. 

Overall, the consolidation of 
the cutting department of the 
three plants will result in a 
stepping up of the company’s 
cotton knit production capacity 
to 12.000 to 15,000 dozen gar- 
ments weekly. 

Work flow in the cotton knit 
plants is also on a straight line 
basis utilizing the progressive 
bundle system. To simplify su- 
pervision and obtain greater 
worker proficiency in individual 
operations, the company is 
breaking up its sewing sections 
into individual product units— 
one devoted solely to polo 
shirts; another to placket collar 
shirts; a third to creepers; and 
a fourth to cotton cardigans. 

It is expected that in this way 
the quality of the individual 
items will be greatly improved 
and production of the each cate- 
gory significantly increased. 


Turbo Offers New 


Extractor - Dryer 

LANSDALE, Pa.—Develop- 
ment of a new high-speed recir- 
culating type extractor-dryer for 
packaged yarns has been an- 
nounced by Turbo Machine Co., 
here. 

The new machine is said to 
speed up the extracting and dry- 
ing operation, requires half the 
plant space, and costs 50 per- 
cent less than other recirculat- 
ing-type machines. Exact proc- 
essing time depends on such 
variables as type of tub, density 
of package, count of yarn. 

Simplicity of the design af- 
fords rapid installation at low 
cost, and minimum mainte- 
nance, according to Albert 
Bagian, Turbo development en- 
gineer and sales manager. There 
are no air-oil filters or conven- 
tional air filters. 

Features are a silent-operat- 


ing, non-overloading blower 
with automatic control of air 


supply temperature to the yarn, 
automatic temperature recorder 
for air exhaust from the yarn, a 
pressure gauge to show resis- 
tance to flow, and both manual 
and automatic air flow direc- 
tional control. 


New recirculating-type extractor- 
dryer for packaged yarns built by 
Turbo Machine Co. The basement 
installation, illustrated, fits a space 
only 11 x 11 feet square. 
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West Coast 


Catalina Appoints Two 
To New Executive Posts 


Catalina Inc. has announced 
two new executive appoint- 
ments. Frances Corey has been 
named vice president in charge 
of advertising, sales promotion, 
public relations and fashion co- 
ordination and Mary Shannon 
has been appointed a consultant 

| on color and fabric coordina- 


Guaranteed QualityJ Friendly Service 


tion, it was made known by 
@ LATCH NEEDLES for UNDERWEAR John E. Watte, Jr. Catalina 
OUTERWEAR*SEAMLESS HOSIERY president. 


Mrs. Corey was most recently 
vice president in charge of the 
Pacific Coast operation for Grey 
Advertising, Inc. Mrs. Shannon 
had been affiliated with Cone 
Mills, Inc. as styling and pro- 
motion consultant. 


NEEDLE SALES CORP. 
3710 Hudson Avenue 
Union City, N. J. 
Phone: YUkon 6-8727 


KENNETH R. LINGLEY 
769 Hanover St., Hanover Center, Mass. 


WESTERN TEXTILE HAND PRINTS 


CHARLES B. PAULUS 
6655 McCallum St. 
Philadelphia 19, Pa. 


GEORGE VENESS 
222 W. Adams St 
Chicago 6, Ill. 


GEORGE C. GRAVES, I! 
P.O. Box 36, Hickory, N.C. 


BRUCE LAUDERBACH 


1841 Hickery Valley Rd. 555 N. Windsor Blvd. e * 
Chattanooga, Tenn. Los Angeles, Cal. Additional floorspace in ex- 
STOCKROOMS cess of 1,000 square feet has 


1841 Hickory Valley Road, Chattanooga, Tenn. 
1157 11th St. Circle, N.W., Hickory, N.C. 


been acquired by Catalina, Inc. 
for its Los Angeles showrooms 
at 846 South Broadway. Linked 
to the existing showrooms, the 
enlargement is planned primar- 
ily as showing space for the 
swimwear and sportswear firm’s 
six sales representatives in the 


EPACONTA 
3710 Hudson Avenue 
Union City, N. J. 
Phone OXford 5-3388 


CHARLOTTE: 


NEW YORK: HUGGINS—CLELLAND, INC., 
«e PHILADELPHIA: FRANK H. DURR, 1207 Western Savings Fund Bldg., 


Southern California area. 

Catalina’s western regional 
account executive Ellis Sylvester 
will continue to maintain offices 
at the showroom where Virginia 
Fry and Peggy Smith will also 
serve accounts and buying of- 
fices. Using the new offices as 
headquarters will be Catalina 
representatives, Don Davis, 
George Elliott, Dale McCune, 
Don Miller, Jack Miller and 
Milton Morgan. 


Rose Marie Reid Cruise 
Swimwear Sales up 25% 


LOS ANGELES, Calif. — 
Average initial ordering for 
Rose Marie Reid cruise swim 


suits is running 25 to 30 percent 
ahead of a year ago, according 
to an announcement by Paul 
Haberfeld, executive vice presi- 
dent of the women’s swim suit 
manufacturing firm. 

Haberfeld said that the early 
bookings pattern for cruise 
styles, some 50 numbers in this 
year’s collection, reflected a 
stepped-up momentum in_ the 
swim suit market. He also 
stressed that Rose Marie Reid 
has had the strongest, early re- 
action on cruise reorders in the 
company’s history. 


WINCHESTER 


Make fashion news with woolen yarns spun by Win- 
chester. Whatever your need, cashmere, angora, vicuna, 
alpaca or other fibers, our versatile facilities, experi- 
enced technical specialists offer you originality, out- 
standing quality control and dependable service. 

FOR SAMPLES AND QUOTATIONS: 


1440 Broadway, BRyant 9-8752 


Kingsley 6-4855 


ff PROVIDENCE: RAYMOND J. WALSH, 22 Edison Ave., GAspee 1-6694 
PEN WILSON CO., 205 South Church St., EDison 2-1428 
TENNESSEE: JOSEPH S. PERSINGER, Lookout Mountain, TAylor 1-2170 
CHICAGO: GEORGE W. VENESS, 222 West Adams St., STate 2-8962 
WINCHESTER SPINNING CORP. 
WINSTED, CONNECTICUT 


Specialists in Quality Woolen Yarns 
for more than 75 years 


Pro 
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Promotions 


Display Tie-In Kit For 
Mother’s Day Available 

[The National Committee on 
the Observance of Mother’s Day 
is making available to retailers 
and manufacturers a 24-piece 
display and promotion kit to 
stimulate sales for Mother’s 
Day. which this year falls on 
May 38. 

The material, which ties in 
with the official theme, “She De- 
serves the Best,” includes post- 
ers, pennants, streamers, sign 
tops, badges, gummed sticker 
stamps and carnations. The kit 
is available through the National 
Committee’s New York City 
offices. 

The Knitted Outerwear Foun- 
dation, promotional arm of the 
National Knitted Outerwear As- 
sociation, is cooperating with the 
Mother’s Day Committee. The 
Foundation will issue special 
Mother’s Day gift posters and 
window strips to stores across 
the nation. 


Wool 


Wool Consumption For 


November Equal To 1958 
WASHINGTON, D.C.—The 


weekly average raw wool con- 


sumption during’ November was 
7,426,000 pounds, scoured 
basis, or 10 percent below the 
October level and at the same 
rate as November, 1958. Con- 
sumption of apparel class wool 
was 10 percent below the 
October rate but seven percent 
above that of November of last 
year. 

Consumption of fibers other 
than raw wool averaged 6,207,- 
000 pounds per week or six per- 
cent below the October average 
and one percent above Novem- 
ber, 1958. 


Regulations 
Unemploymentlnsurance 
Tax Range Modified 

Basic unemployment insur- 
ance tax rates for New York em- 
ployers will range from 0.9 to 2.9 
percent next year, it was made 
known by M. P. Catherwood, 
industrial commissioner. An 0.7 
to 2.9 percent range is currently 
in effect. 


Commissioner Catherwood 


noted that there will be no sub- 
sidiary tax in 1960. However, 
heavy unemployment costs dur- 
ing 1958 and an across-the- 
board reduction in individual 
account balances will result in 
tax rate increase for some em- 
ployers. 


& company Inc. 


300 4th Ave. N.Y.16 - OR 9-3380 


meinhard WESTERN INC. 
400 South Beverly Drive, Beverly Hills, California 


BUY YOUR 
SGRPLUS YARN 


® WORSTED @® ORLON 
ZEPHYR @ NYLON 


2601 N. HOWARD ST. 
PHILA. 33. PA. 


REcenr 9°5457 


Factoring 
founded on 
service 


DC” 
trimmings 


“DSC” 


“DRC” 


"BA N” 
“BARB” 


"CA — 


21-31 46th Ave., Long 


with independent high or low butt 
selection for novelty trimmings 


with independent high or low butt 
selection and stitch transfer. 
Novelty trimmings with lacy effects 


Jacquard and Rib Intarsia 
garments or collars 


for full fashioned collars, 
Jersey Intarsia sweaters 


for true cable stitch patterns, 
Links and Intarsia garments 


DUBIE 


MACHINERY 


for bottoms, cuffs and novelty 


Island City 


Ravenswood 9-6361 


NOW AVAILABLE WIH 2 SPEED MOTOR 


allowing the knitting of the slack course at reduced speed 
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DEVELOPING A PRODUCT 
STRATEGY. Management 
7 Report 39. Published by the 
American Management Asso- 
ciation. 352 pp. (with Index), 
clothbound. $7.50 (AMA 

Members: $5.00). 

Product planning and devel- 
opment must be a management 
responsibility. A research pro- 
gram alone—no matter how ex- 
tensive—does not automatically 
insure the profitability of new 
products. 

This AMA report on product 
planning, production, and pro- 
motion shows how top manage- 
ment, finance, research, engi- 
neering, production, and sales 
all contribute to successful prod- 
uct development. Specific devel- 
opment programs based on co- 
operation and coordination of 
every department are described 
by executives from large and 
- small companies. They show 
why all departments must be 
concerned with product plan- 
ning, screening, design, distribu- 
tion, finance, pricing, and other 


aspects of product development. 


CALL 


INDUSTRY'S BOOK SHELF 


coverages, 


CORPORATE INSURANCE 
MANAGEMENT AND 
MARKETS. Management 
Report 38. Published by the 
American Management Asso- 
ciation. 76 pp. $2.50. (AMA 
members: $1.50). 

This AMA Management Re- 
port answers questions raised by 
changing coverages, rates, and 
management attitudes in cor- 
porate insurance. 

Part One discusses the cor- 
porate insurance manager and 
his job from the point of view of 
both management and the insur- 
ance manager. It also reviews 
the attitudes of both underwriter 
and buyer toward communi- 
cating the risk to the. insurance 
market. A special section covers 
loss prevention and control. 

Part Two reviews trends in 
markets (domestic and London) 
and rates including: 
multiple-line underwriting, med- 
ical-expense benefits for retired 

ive 


OR TOP PRICES ON 


INDUSTRY’S MARKET PLACE 


Advertising rates: 5.50 per column inch per inser- 
tion. Positions wanted: $5.00 per column inch per 
insertion. Minimum space—2 inches. Ads for Mon- 
day's paper must be in by preceding Wednesday, 
2 P.M. Please enclose payment with your order. 


MACHINERY WANTED, FOR SALE 


THIS WEEK’S SPECIAL: 


1—Phila. Jacq. LH machine, 30”, 12 feed, 
10 cut, in excellent condition, Serial #497. 


WE BUY—WE SELL 
EVERYTHING 
from a Needle... to a COMPLETE plant 


Including real estate — relocation surveys — etc. 


WOMEN’S, MEN'S, CHILDREN’S 
SWEATERS 
KNIT SUIT 
BATHING SUITS 
POLO SHIRTS 


WE'RE ALWAYS OPEN TO BUY 
WE ALWAYS BUY FAIR! 
nitwear Co., 13 iway, New York 18, @ LA 4-9 


JAN 


|| 


YARNS ING. 


KNITTING YARNS 


ORLON® — FUR BLENDS — LAMB’S WOOL/ORLON 
WOOL — MOHAIR BLENDS 
300-322 BUTLER ST., B‘KLYN 17, N. ¥. © MAIN 5-2700, 1913 


Woolen Spun 


2—Philip interlock, 32 feed, 30”, 
2—Scott & Williams, 30’, 32 feed, 14 & 24 cut 

2—Leighton transfers, 6Y2 & 10 cut, 32” & 34”, 9 feed, 4 col. str. 
1—Phila. Jacq. Al, 30”, 32 feed, 15 cut 

1—Phila. Jacq. TA, 30”, 122 cut, 12 feed, 4 col. str. 

8—Phila. Jacq. TA, 11” to 20”, 4 feed, asst. cuts 

1—Phila. Jacq. MLW, 28”, 11 cut, 24 feed, automats & wheels 
2—Universal flat machines, 63”, 4 & 12 cut, 63” excellent condition 
1—Stoll flat mach., Model JBOM-B, 12 cut, 60” _e 
1— Queens border Mach., SFS-1, 3 colors, 8 cut 
2—Steam tables & pressing machines, 24 x 48 
1—Kastrinsky calendar machine, 66” with trolley 
3—Mock fashioning machines; Lewis and U. S. 
4—Loopers, model P, 12, 14, 15, 16 point a 


2—Eastman knives, round and straight “! 
2—Brushing machines, 46”, 60” : 


APPRAISALS — LIQUIDATIONS 
600 BWAY, B‘KLYN 6, N. Y. EVergreen 7-1145 


SPEIZMAN KNITTING MACHINE CORP, || 
MAIN OFFICE NEW YORK OFFICE = 
508 W. 5 St., Charlotte, N. C. 350 Fifth Ave., N.Y.C. 
Phone: ED 4-5546 Phone: PE 6-0451 
BULKY KNITTING PLANT FOR SALE 
14—Jacquard TJs, TRs, 28”, 20”, 18”, 16”, 7 gauge 
1—S & H, 30”, 4 cut, pattern wheel, separation, tight and — 
loose stitch. 
1—S & H, 18”, 6 cut, pattern wheel, open head 
1—S & H, 1234” rocker 
1—String Knitter 
1—Jacquard card punch 
3—Grosser and C & F full automatic, 3 bar flats, 36”, 32”, 
18”, 5 gauge 
1—Grosser, full automatic, 2 bar, double border, 18”, 7 gauge 
1—Kellog, 2 H.P., air compressor 
Ready to operate. Reasonable. Terms available. 
Will sell individual machines. 7 
DAVID NEEDLEMAN 
570 Seventh Ave., New York 18, N.Y. BRyant 9-5115 
CBEST: 
1- 
1—Phila. Jacq. LH, 30’, 8 cut, 6 feed, 3 color stripers 
2—Phila. Jacq. LA Mach., 30”, 7 & 10 cut, 12 feed, 3 col. str. 
14, 18 cut —— 


PERR) 
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MARKET PLACE 


Advertising rates: $5.50 per column inch per insertion. Posi- 
tions Wanted: $5.00 per colunm inch per insertion. Minimum space 
— 2 inches. Ads for Monday's paper must be in by preceding 
Wednesday, 2 P.M. Please enclose payment with your order. 


MACHINERY FOR SALE 


Hand Links and Links machines. Located in Puerto Rico. In first 
class condition—Grossers. Many equipped with special combs. 
Have been in recent use on bulkies using every other needle. 


FOR SALE 
WA NTED 2 Dubied Cap machines, 7 cut, 67” long. 5 Queens full automatic 
Links machines, 6 cut, 44” long. 1 Singer ribbon sewing machine. 
Ayn”, 43," and 5” automatic rib machines. All in ee 
. FAIRVIEW KNITTING MILLS, INC. 
BOX 10J 1370 DeKalb Ave., Brooklyn 21, N.Y. Hi 3-4030 
FLAT LINKS & LINKS FOR SALE WANT TO PURCHASE 
Robaczynski 96”, 7 gauge, double jack, full automatic. full automatic flat machines. 
2 Queens 84”, 7 gauge, single jack, full automatic. 4, 5 and 7 cut. 
JACK FORSTADT 
3300 Frankford Ave., Phila. 34, Pa. GArtield 5-2563 BOX 30H or TAylor 7-8074 
FOR SALE 


2—Wildman Jacquard LH machines, 10% cut, serial #5824 
and #5825. Perfect condition, 1 year old. 
1—Queens flat machine, 10 cut, 60” bed, serial #1132. a 


BERGMAN KNITTING MILLS, INC. 


BOX 33 


FOR SALE 
1—84” Kastrinsky calendar machine. Never used. 


BOX 34 


FOR SALE 
Complete knitting plant in full operation with 10 Links ; 
end Links fully automatic (3 with double jacks) and com- ‘*, 
plete sewing plant, press, tables, ete. Call or write. 
ISIDORE NADRIDGE 
. 413 E. Olympic Bd., Los Angeles, Calif., MA 2.5056 


BOX 430L 22nd & Lehigh, Phila. 32, Pa. BAlidwin 3-1900 
MACHINERY WANTED 
FOR SALE Wildman Jacquard TA machines, wae 
q 13” and 14”, or 20” and 21”. 
2 Dubied 12 cut BAN, 56” in running condition. BERGMAN KNITTING MILLS, INC. 
BOX 20G 22nd & Lehigh, Phila. 32, Pa. BAldwin 3-1900 
MACHINERY WANTED WANTED 
7 gauge Links and Links double jack machines. ‘es Luigs model Electra - _ _¢ * 


50, 63”, 10 cut, for immediate delivery. 
BOX 20K 


FOR SALE 
4—Full automatic flat Jacquard machines, 
12 cut, 47%” and 51” wide. 
3—Automatic V bed machines, 12 cut. 
1—Automatic V bed machine, 10 cut. 


BOX 10A 


YARNS WANTED, FOR SALE 


WANTED 
1—TJI 30”, 6 or 7 cut machine. 


FOR SALE 
1—Robaczyinski double jack 7 cut or exchange for single jack 
and 1—9 cut, 30”, cylinder and dial Philadelphia Jacquard LH 


PERRY KNIT, INC. 123-125 36 Street, Union City, N. J. 


WILSON YARN CORP. 


141 Wilson Ave., Brooklyn 37, N.Y. GL 6-9686 H. BERMAN 
WE PAY We Buy & Sell We 2 in ws 
TOP PRICES 
ron WORSTED & SYNTHETIC 
SURPLUS YARN YARNS knitting trade! 


WANTED TO BUY 
7 cut, 30” Stafford & Holt rotary Jacquard 
machines with stripers. Also 4 cut LH machines. 


z NUSSBAUM KNITTING MILLS 


144 Spencer St., Brooklyn 5, N.Y. MAin 4-8388 


WE BUY SURPLUS KNITTING YARN 
Machine and Hand Knitting Sizes 


WALTER McCOOK & SON, INC. 
711 Arch St. Phila. 6, Pa. WAlnut 5-8891 
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FOR SALE ihe 
ELASTIC YARN FOR KNITTING 


MAin 2-1340 


@ All Sizes and Colors 


EDFORD YARN CO. 


WANTED —-CONTRACTOR 


Experienced boys’ interlock shirts. 
Volume orders, starting at once. 


BOX 30E 


— 


ALL TYPES OF YARNS BOUGHT & SOLD 
WORSTED — ZEPHYR — COTTON — ALL SYNTHETICS 


ARDSLEY YARN CO. 


306 BUSHWICK AVE. BROOKLYN 6, N.Y. 


Abe Rothkopt 
EV 6-8842 


IMMEDIATE DELIVERY 
NYLON SEWING THREAD IN ALL COLORS 
FOR APPROVED BAN-LON SWEATERS 
Also Special Ban-lon Separating Thread 
BROADWAY THREAD CO. 3 


658 Woodward Ave., Brooklyn, N. Y. EVergreen 2-8002 


WANTED FOR CASH Worsted - Zephyr - Synthetics - Cotton 


We always carry a large stock of yarns, dyed on 


CALL EV 8-8277  cecrrivshing Ave. CENTURY 


686 Flushing Ave. 
BEN BALIF Brooklyn 6, N. Y. YARN CO. 


CONTRACT WORK WANTED 


Knitting only on coarse gauge Leighton rackers for bulky 
Knit trimmings and also brushing. 


BOX 30F 


knits. Men’s and ladies’. 


CONTRACT WORK WANTED 
We have 4 cut LH machines, also 8 cut LH and 
7 cut TJ. Specializing in reworked Orlon, 
ladies’, men’s, or children’s sweaters. 
BOX 30A 


KNITTED TRIMMINGS 


Distinctive, fine gauge trimmings of exceptional quality on latest type 


flat machines, 10 to 14 cut. Production schedules rigidly adhered to. 


in New York City call CYpress 2-9121 
or write BOX 35 


WE BUY AND SELL 
Worsteds — Synthetics — Blends 


AT BEST PRICES! 


EDFORD YARN CO. 
79 Clifton Place 

Brooklyn, N. Y. 

MAin 2-1340 


SERVICES, SUPPLIES FOR SALE 


FINANCING AND LOANS 
Confidential Advances 
Small and medium firms. No minimum charges. 


SUPREME MU 7-3571 


YARNS FOR SALE AT ATTRACTIVE PRICES 


5000 Ibs.—30/2, coiton, asst. colors, cones 

1800 Ibs.—2'% run, pink, garnetted Orlon, cones 

1500 Ibs.—3 run, 75% lamb’s wool, 25% Orion, brown heather, cones 

1500 !bs.—3 run, light blue, garnetted Orlon, cones 

1000 Ibs.—2/30, med. oxford, Orlon, cones 

500 Ibs.—1/ 222, natural, H.B. Orlon, cones 

7500 Ibs.—5 run, virgin lamb’s wool, asst. colors, cones 

1100 Ibs.—2/26, 6 denier, tan, Orlon, cones 

2500 Ibs.—1/ 27, natural, Orlon, cones 

2000 |Ibs.—1/15, Turbo Orlon, beige heather, cones 

825 |lbs.—2/24, brown heather, Turbo Orlon, cones 

2100 Ibs.—2/30, brown heather, Turbo Orlon, cones 

500 Ibs.—1/13¥2, Turbo Orlon, natural, cones 

500 Ibs.—1/ 202, natural, H.B. Orlon, cones 

1500 Ibs.—2/16, asst. colors, 6 denier, Orlon, H.B., cones 

1500 |Ibs.—2/17, asst. colors, 6 denier, Orlon, H.B., cones 

2500 Ibs.—2/20, asst. colors, 6 denier, Orlon, H.B. cones 
SAM SASKEN 


1441 Broadway, New York 18, N. Y. CH 4-8733 


LOANS — MORTGAGES 


on Plants, Machinery and Equipment 


SUNSET TRADING CORP. 
932 Madison St., Brooklyn 21, N. Y. | HYacinth 1-3975 


BLUESTONE YARN WINDING 
400 spindles for swift winding of Orlon, synthetics, worsted, etc. 
1,000,000 pounds yearly capacity. 
226 Grand Street, Brooklyn 11, N. Y. 
or call EVergreen 7-1822 


POSITIONS WANTED 


CONTRACTORS WANTED, CONTRACT WORK WANTED 


PRODUCTION MAN AVAILABLE 
Thoroughly experienced in both in- 
plant and contractor operation, from 
yarn thru finished sweater product. 


BOX 37 


WANTED — CONTRACT KNITTING 


Supreme circular machine contractor, with good size plant consisting of 
latest equipment, desires quantity work. Good quality. Quick delivery. 


STYLIST AND SALESMAN AVAILABLE 


Successfully styling and merchandising cotton knit 
fabrics to ladies’ apparel trade. Seeking change. 


BOX 30D 


JEM FABRICS, INC. 
40-24 22 St., Long Island City 1, N. Y. EMpire 1-1818 
CONTRACT WORK WANTED 


Established manufacturer has opening for weekly production of 500 
dozen ladies’ or children’s sweaters of Orlon or Ban-lLon—jersey or 


interlock or brushed—classies or novelties. Year ‘round basis only. 


BOX 30J 


CUTTING ROOM MANAGER AVAILABLE 


Thoroughly experienced on all types of sweaters. Over 30 years’ 

experience taking charge of cutting and all supplementary depart- 

ments. Expert patternmaker and grader. Aso capable instructor 
of inexperienced help. Philadelphia man will relocate. 


BOX 30M 
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HELP WANTED 


WANTED 
SUPERVISOR FOR KNITTING ROOM 


Must have knowledge of measuring cloth, controlling yarns, 
yields, etc., issuing knitting orders, supervising personnel. 
BOX 26 


PRODUCTION MAN WANTED 


Must be thoroughly experienced and fully acquainted with 
contractors. Excellent opportunity for right man with well estab- 
lished ladies’ and children’s knitwear firm, Write in confidence 


KNITTING SPECIALIST 
Responsible technological position 
available for a man with experience in 


- DEVELOPMENT AND STYLING OF 


CIRCULAR AND FLAT BED KNITTED FABRICS 
Position involves broad application of knitting technology in developing of fabrics and 
representing the Company to customers at all stages of fabric design, production 
and marketing. 
Location Central Eastern Seaboard. Large Chemical Company which produces several 
cellulosic and synthetic fibers. 
Applicants should give resume of educational and experience background. 
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BUSINESS OPPORTUNITIES 


—a BOX 30Q GRamercy 5-2015 PARTNER WANTED 
Southern sweater manufacturer-creator, mechanic with 
KNITTER-MECHANIC WANTED modern mill; makes men’s, women’s and children’s, wants 
partner—jobber or salesman. 
Experienced on TJI machines. | BOX 16 
| Good pay. Steady position. 
BOX 30C 
PARTNER WANTED 
29 FOREMAN WANTED to form jobbing business in children’s sweaters, 
. by large plant making Orlon bulky sweaters. Would also consider partnership in going mill. 
Must be thoroughly familiar with quality control — Have expert knowledge and connections. 
and have full knowledge of sewing machines. BOX 30N 
BOX 30B 
KNITTER-MECHANIC WANTED — INTERESTED IN INVESTING 
by Los Angeles mill. All new machines. Jacquard, LHB-6, Brintons, 
and Universal flats. Excellent opportunity for the right man. and becoming full time active partner in either established 
State full details. sweater mill selling direct to trade, or established jobbing setup. 
SOLT KNITTING MILLS, INC. All replies held in strictest confidence. 
1041 N. McCadden Place, Hollywood 38, Cal., HO 2-7461 BOX 32 
STYLIST and PRODUCTION MAN 
— For Multi-Million Volume Operation. . . 
Men’s Sweaters & Sweater Shirt Division 
— We are looking for a genius but will settle for experienced brilliance in. . . 
e STYLING e SUPERVISING PLANTS of 
e PURCHASING RAW MATERIALS e SUPERVISING CONTRASTS 
e COSTING 4 e PRODUCTION 
bd 
If you are the man we want, 
Salary & Bonus are up to you! 
bn _ Write and sell yourself in first letter. 
Our organization knows of this ad. 
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KNITTED OUTERWEA 


FULLY EQUIPPED 
FINISHING PLANT FOR RENT 


Good roposition for capable man. 
prop p 
BOX 39 


SWEATERS WANTED 


Can use large quantity bulkie and/or a 


\ interlock cardigans. All price ranges. 
Will pay spot cash. 
EVergreen 4-7711 or BOX 36 


A WAN , LINES WANTE 


LINES WANTED 


Experienced knitwear manufacturer, production and 


4 


sales, now confining activity to selling, interested 
in one or two children’s and ladies’ sweater 

lines for states of North and South Carolina, Resi- 7 


dent of North Carolina. Best references furnished. 
BOX 38 


TRADE WANTS 


RATES: one insertion—35 cents per word. Words set completely in capitals * 
— 40 cents per word. Box numbers count as two words. Minimum cost of 
advertisement—$5.50. Minimum cost of Positions Wanted advertisements 
— $5.00. Trade Wants for Monday’s paper must be in by preced- 


ing Wednesday, 2 P.M. Please enclose payment with your order. 
2 story building and basement for LEASE PURCHASE, LOFTS — 
rent, 5600 feet. Myrtle Avenue, BUILDINGS. ALL SIZES — ALL 
Brooklyn. Call Mr. Shirvan, LOCATIONS. MILTON WOLF & 
GL 2-4611. CO., 744 BROAD STREET, NEw. 


ARK, NEW =RSEY, 3 
CUTTING ROOM SUPERVISOR 
available. Experienced cutting, pat- | ing Ws 7 Bade 

tern making, styling, knitted suits, Quality 
ag > sweaters. Will relocate. ship guaranteed. Sanders Looping, 
OX IU. Inc., 270 Irving Avenue, Brooklyn, 
N. Y., HYacinth 7-7924. 


Contractor with 4 cut Universal 
machines, capable of producing 500 
dozen weekly, seeks reliable jobbers 
who are interested in knitting only. 
Box 31. 


WANTED: 24 gauge transfer bars, SWIMSUITS: Experienced _ ladies’ 
any size and quantity. Fashion Maid knit and lastex. Cut, make, trim. 
Knitting Mills, 1011 Diamond Street, Quantity, good workmanship. Box 
Philadelphia. 30P 


Contractor seeks additional work. 
Finishing only on all kinds of sweat- 
ers. Quality workmanship. Box 30L. 


CLOSEOUTS 


e You’re sure to get the results you want—by insert- 
ing an inexpensive ad in the Industry’s Market Place 
Section of the “Times.” 


To Place Your Ad: 
Call Murray Hill 3-7520 or 


Use This Handy Order Blank 


KNITTED OUTERWEAR TIMES 

386 Park Avenue South, New York 16, N.Y. 

Cemlemen: 

Insert the ad written below in... .......... 
(Check one) 


DISPLAY Ab 
Cc} 2” — $11.00 
4” — $22.00 
10” — $55.00 


TRADE WANTS 

Rates per insertion: 35c per word; 40c if 
set in capitals. Box number counts as 2 
words. Minimum cost per adv. — $5.50. 
Positions wanted — $5.00. 


Please Enclose Payment With Order. 


ADVERTISEMENT 


(0 Check here if you want a confidential box number (replies sent 


to you as we receive them). 


CLOSE-OUTS WANTED 
CASH PAID for surplus stocks of Sweaters and Bathing Suits. 


BERNETTE TEXTILE COMPANY 
101 W. 31 St., New York City BRyant 9-5526-7 


CLOSE-OUTS WANTED 
ANY QUANTITY—REGULARS & IRREGULARS 
Ladies’—Men’s—Children's 
SWIMWEAR KINDRED LINES 
SPORTSWEAR POLO SHIRTS 
FOR TOP PRICES—IMMEDIATE CASH 


WRITE TODAY BOX 390G 


SWEATERS 
KNITTED SUITS 


KNIT FABRICS, CLOSEOUTS WANTED 


Cottons, Jerseys, Nylon Fleece, Lastex, Novelties, Metallics. 
Woven Piece Goods and Remnants. We pay cash. 


CHARMKNIT CORP., 82 Franklin St., N.Y.C. WA 5-6828 


REAL ESTATE 


LOFT FOR RENT—RIDGEWOOD 


ideal for knitting firm. 5,500 square feet Brooklyn, N. Y. Ground 
floor, truck level loading platform, sprinkler, steam heat, 4 
toilets, light 4 sides, wooden floor, brick building, low insurance. 


Telephone Digby 4-7840 BOX 30G 


SPECIALISTS IN KNITWEAR SPACE 


10,500’ heat supplied, sprinklers, tailboard loading, ideal 
labor market. For Lease — $625.00 monthly. 

12,500’ one-story, sprinklers, oil heat, 2 street entrances, 
excellent labor market. Available at $1.00 per square foot. 


LUDWIN AND LIPTON, INC. 
The Industrial Realtors 


38 First St., Hoboken, N. J. SWarthmore 8-5400 
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Students — Today 
Technicians — Tomorrow 


Students who attend the world-famous textile 
schools are eager to learn the fundamentals 
of knitting. These technicians of tomorrow will 
soon see that the STOLL Flat Knitting Machines 
distinguish themselves as the leader in the 
industry. 


Some of the most popular STOLL Machines 
for the American market for fancy collars 
and trimmings are: 


TYPE AJUM—Double jacquard and transfer machine. 


TYPE JBOM/b—flat power machine with high and low 
butt needles, all changes left and right—combination 
cardigan and tubular locks. 


TYPE KAMO/i—Jacquard border machine; greatest pat- 
tern possibilities for colored jacquard tuck designs as 
well as rib cardigan and tubular borders. 


Represented by 


KNITTING MACHINE 
SUPPLY CO. 


3710 Hudson Ave., Union City, N. J. 
WaAtker 5-0606 UNion 4-1786 


Successor to Grosser Knitting Mechine Co. 
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KNITTED OUTERWEAR TIME 


OONSOCKET 


SPINNING CO. 


When you buy from Woonsocket you are buying the best! Whether it be cashmere, camels hair, angora, fur 

blends, mohair, lambs wool or other specialty yarn, Woonsocket begins with the world’s finest fibers. Woonsocket proc- 

esses them in its own mills, under highly scientific control until the yarn is delivered promptly to your factory. Thus 

you are assured of an adaptable resource, able to meet the constantly changing demands of men’s and women’s fashions. 


Distributed by AMICALE YARNS, INC., 511 Fifth Ave., New York 17, N. Y., MUrray Hill 2-1655 « A. M. Krasnoff, Bourse Bldg., Phi! 
phia, Pa., WAlnut 5-6401 * Edgar Worth, 1511 W. Florence Ave., Inglewood, Calif., ORegon 8-4293 « Sam M. Butler, Inc., 1810 East 7th 
Charlotte, N. C., EDison 4-7280 + Spun by WOONSOCKET SPINNING CO., 115 Ricard St., Woonsocket, Rhode Island, POplar 9- 
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